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The Tourism Division of Collier County, operating as the Naples, Marco Island, Everglades Convention & Visitors 
Bureau (CVB), has developed this one-year marketing plan utilizing extensive internal and agency insight along 
with input from tourism partners across the County. Input was gathered through monthly webinars, face-to-face 
meetings with sales, public relations, marketing and sports partners in the community. This year-long gathering 
of data culminated with an  annual Strategic Planning Summit on July 27 at the Hilton Naples, the exact site of 
the very first of these summits 20 years ago. 

The 2023 plan is based on extensive data from contracted research teams and secondary research sources 
in the tourism industry, as well as in-house research derived from customers and tourism industry partners. 
The importance of staying dialed into evolving trends and insights is essential due to the evolving mindset of 
consumer sentiments. To remain knowledgeable about market conditions and external factors a continuance of 
data absorption and interpretation is key in the ability to remain nimble and pivot.

OVERVIEW
Over the past three years, the global travel industry along with Destination Marketing Organizations (DMOs) like the 
Naples, Marco Island, Everglades Convention & Visitors Bureau (CVB) have had to navigate unprecedented waters 
and operational challenges. The global pandemic presented astronomical logistical and emotional barriers within an 
industry that relies so heavily upon travelers letting down their guard and passionately exploring unfamiliar locations. 
It was critical that destinations build trust in their brand attributes to reignite the desire to travel again. 

Over the course of those same three years, the Naples, Marco Island and Everglades CVB not only succeeded in 
doing so but did so with exception while delivering unimaginable results.  

In 2020 and 2021, the destination concentrated on delivering a message of a safe travel experience within the 
community by the introduction of The Paradise Pledge. This message demonstrated the destination’s commitment to 
traveler safety and cleaning protocols. The destination showcased the brand attributes that have always set Florida’s 
Paradise Coast apart and aggressively targeted Domestic and Instate travelers while international borders remained 
closed to the most part. This strategic approach not only delivered remarkable results but was recognized as the 
2021 HSMAI President’s Award for the best Recovery Campaign in the world. 

The lessons learned during the pandemic taught us that it was critical to remain adaptable and ever ready for 
changes in direction, tactics and message.  

In 2022, the CVB built upon these learnings while concentrating on the destination’s value proposition and becoming 
highly strategic within messaging, targets and timing all the while deeply entrenched in research and analytics.
It is essential to deliver the right message to a unique target audience at precisely the right time to influence a 
consumer’s travel planning cycle. 

During 2023 the CVB will continue to deliver upper and mid-funnel destination marketing messages to effectively 
inspire, educate and influence destination consideration among potential visitors within the vacation planning cycle. 
On the heels of a record-setting year, the CVB will strategically concentrate on influencing incremental visitation 
within traditional shoulder seasons in order to maximize economic impact. The CVB will remain driven by research 
and utilize best-in-class analytics to anticipate and respond to market changes. 

Whether a traveler comes here for a well-deserved vacation, to attend a group meeting, sports event, or to explore 
a relocation dream, those decisions are initiated by a visit. It is our sole purpose to elevate and inspire that visit in an 
effort of driving economic impact and quality of life within Collier County.  
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SITUATION
 ● 2022 was a record year.  Leisure visitation surged as travelers flocked to Florida’s Paradise Coast from 

out-of-state and local markets. There were spikes in most KPIs driven by pent-up travel demand and 
recovery from the pandemic.

 ● International visitation is starting to return, albeit at a slower and more delayed pace than 
originally anticipated.

 ● Economic conditions could hamper demand deep into the fall or early Winter 2023. Inflation, elevated 
cost of goods, energy prices, and most likely elevated ADR along with airline operational challenges 
present possible obstacles for travelers looking to visit.

 ● A recession is likely – less of an “if” and more of a “when and how severe” scenario. American household 
savings reached a 10-year high during the pandemic but are now 50% lower than last summer. Over 6 in 
10 CEOs surveyed by the Conference Board expect a recession sometime in the next 18 months.

 ● The destination has started to witness an anticipated normalization of rates and occupancy levels 
following a post-pandemic surge in travel as well as the emergence of economic conditions.

TRENDS/INSIGHTS
 ● Competition is ramping up for travelers, especially among other Florida destinations promoting similar 

getaway-type messaging to in-state and drive market residents.

 ● Authentic experiences are key for travelers. Over 3 in 5 Americans say they want money they spend while 
traveling to go back into the local community and they want meaningful and authentic experiences that 
represent the local culture. 96% of travelers believe it is important that their tourism dollars make a positive 
impact on the communities they visit.

 ● Pent-up demand for travel, backed by a strong labor market and excess household savings has supported 
continued spending and future travel plans. However, inflation is quickly superseding virus fears—acting 
as a key factor disrupting traveler plans. Yet, despite inflation trepidation, the desire for leisure travel 
remains high.

 ● Travelers will likely be more cost-conscious. With 18+ months of high interest rates, high inflation, lower 
stock market averages, and 24/7 news coverage of these issues, consumers will feel poorer despite 
recent increases in wages. 

 ● Flexible work is creating a new type of traveler. As some work returns to the office, many employers have 
introduced partial or even permanent work-from-home policies. Workers, and their families, are embracing 
the flexibility. 

 ☐ 44% of families said they are more likely to work remotely from a place that’s not their own home.

 ☐ Families are staying at vacation homes longer; there has been a 68% increase in 21-30-day stays 
on Vrbo.

 ☐ Undated searches rose by 33% year over year, indicating that families do not necessarily have to 
vacation during school breaks or company holidays.

 ● Travel continues to be a hugely popular form of self-care, with 79 percent of travelers believing that it 
helps their mental and emotional wellbeing more than other forms of self-care.
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MISSION, VISION AND VALUE STATEMENTS

 

Our Mission 
is to provide a quality, year-round vacation and group meeting or event 
experience that produces a positive benefit to our business community 

through jobs, visitor spending and economic vitality, resulting in a healthy 
local economy and tax savings to our residents.

 

Our Vision 
is to be recognized as the number one destination for travel in the U.S.

 

The Value 
of our destination is communicated through our highly targeted 

marketing and promotion tactics to convince potential visitors that 
when they are ready to travel, Only Paradise Will Do.



MARKETING PLAN 2022 -  2023  |   76  |   NAPLES,  MARCO ISLAND, AND THE EVERGLADES

SECTION 2:

Table of 
Contents

SEC
T

IO
N

 2

SEC
T

IO
N

 2

Let’s Jump In. 

SECTION 1:  DESTINATION OVERVIEW & MISSION, VISION, VALUE STATEMENTS

SECTION 2:  TABLE OF CONTENTS

SECTION 3:  DESTINATION MARKETING GOALS & STRATEGIES

SECTION 4:  MEASURING RESULTS (KPIs)

SECTION 5:  CREATIVE STRATEGY

SECTION 6:  LEISURE CONSUMER JOURNEY 

SECTION 7:  TRAVEL AUDIENCES
 ● 7A: Leisure - Domestic & In-State Plan
 ● 7B: Leisure - Travel Trade
 ● 7C: Leisure - LGBTQ
 ● 7D: Leisure - Arts & Culture
 ● 7E:  Leisure - International 

 ● 7F: Groups - Meetings 
 ● 7G: Groups - Sports
 ● 7H: Groups - Weddings 

 ● 7I: Film - Film Professionals 

SECTION 8:  DIGITAL MARKETING PLAN 

SECTION 9:  PARTNER VALUE PROGRAM

SECTION 10:  DESTINATION BUDGET

PG. 2 

PG.  6

PG.  8

PG.  12 

PG.  14

PG.  18

PG.  20

PG. 74 

PG.  82 

PG.  86



MARKETING PLAN 2022 -  2023  |   98  |   NAPLES,  MARCO ISLAND, AND THE EVERGLADES

SECTION 3:

Destination Marketing 
Goals & Strategies
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FY23 Marketing Goals

FUEL THE VISITOR ECONOMY
 ● Achieve tourism tax collections and economic impact comparable to FY21

 ● Leverage market research, visitation data and insights to target new geographic- and interest-based 
audiences and drive incremental overnight stays during shoulder seasons

 ● Engage and empower local tourism partners by providing a regular cadence of educational webinars, 
trainings and snackable destination marketing updates

 ● Establish a positive perception of the Naples, Marco Island and Everglades CVB among local area 
residents and businesses 

DRIVE CONSISTENT, YEAR-ROUND DEMAND FOR THE DESTINATION
 ● Maximize visitation growth from in-state, domestic and international markets

 ● Position Florida’s Paradise Coast as the premiere destination for small to medium-sized, luxury-focused 
groups and meetings

 ● Drive awareness, consideration, and event bookings for the Paradise Coast Sports Complex 

FOSTER BRAND AWARENESS, AFFINITY AND LOYALTY
 ● Evolve Only Paradise Will Do campaign messaging to align with new travel sentiment and trends

 ● Utilize integrated media campaigns to enhance visitor awareness, interest and loyalty for the destination

 ● Take audience segmentation and personalization to the next level with customized messaging and 
consumer journeys

ENGAGE TRAVELERS AT ALL STAGES OF THE CONSUMER JOURNEY
 ● Meet travelers where they are with robust, relevant content every step of the way

 ● Lean into digital tribes to connect with audiences via their most trusted and reliable sources

 ● Align all digital efforts to create a seamless, end-to-end user experience that prioritizes stellar storytelling

 ● Create a comprehensive, long term content plan that fosters cross-channel amplification 
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OVERARCHING STRATEGIES
 ● Engage with consumers throughout the entire customer journey (before, during, post-trip)

 ● Educate various target audiences and inspire visitation to the destination year-round

 ● Evolve creative messaging to reflect the destination’s unique value proposition

 ● Utilize research extensively to dig into source market opportunities, identify consumer journeys and 
understand visitor behavior while in the destination

 ● Develop robust, relevant content that highlights the depth and breadth of the destination

 ● Maintain brand consistency across all marketing communications channels

 ● Enhance sales and marketing efforts through the development of effective tools and resources

 ● Create, deliver, and sustain tourism value for visitors, partners, and residents

 ● Showcase the diversity and the inclusiveness of the destination with new brand and lifestyle assets

TARGET AUDIENCE OVERVIEW
 ● Leisure Travelers

 ● International visitors with market origins of UK, Germany and Latin America (Brazil, Colombia, Argentina, 
Chile, Mexico) with a new expanded focus on Canada (concentration within Southern Ontario)

 ● Luxury-focused groups and meetings planners/organizers, including destination weddings 

 ● Sports and event planners, organizers, and rights holders

 ● Travel agents and tour operators

 ● Local tourism and hospitality partners
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FY23 MARKETING OBJECTIVES
 ● Maintain year-round occupancy levels at FY22 levels

 ● Increase visitors to the destination by 2% 

 ● Increase website traffic by 10%

 ● Increase email subscribers by 10% 

 ● Increase official visitor guide requests by 5% 

 ● Increase Sports Complex event booking inquiries by 5%

 ● Increase meetings/group event booking inquiries by 10%
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SECTION 4:

Measuring Results
(KPIs)
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TOURISM KEY PERFORMANCE INDICATORS (KPIs) 
These are the bottom line quantifiable metrics that the CVB will use to measure overall success of its sales and 
marketing initiatives. In FY22, the following metrics will be tracked:

 ● Visitation

 ● Tax Collections

 ● Occupancy

 ● Email Database Subscribers

 ● Website Traffic (Sessions) and Engagement

 ● Social Media Engagement

 ● Visitor Guide Requests

 ● Earned Media Value

 ● Qualified Leads Generated (meetings/group, sports, etc.)

The CVB’s marketing communications efforts will be tracked and measured in an ongoing basis throughout 
the year as follows:

Direct Visitor
Expenditure

Increase Overall 
Economic Impact

Increase Annual
Hotel Occupancy

Increase Average 
Daily Room Rate

Increase Average 
Length of Stay

Increase Qualified
Social Channel Followers

KPIs FY2019

$1,457,740,900

$2,173,491,600

57.7%

$228

4.5 days

108,446

FY2020

$1,101,311,900

$1,642,055,900

44.5%

$220

4.8 days

115,349

FY2021

 $1,524,834,200

 $2,273,527,900

57.3%

 $267

 4.3 days

120,827

FY2022 YTD 
(OCT-JULY)

$1,671,051,200

$2,491,537,500

62.7%

$336.19

5.1 days

126,454

INTEGRATED MARKETING COMMUNICATIONS 
PERFORMANCE METRICS (PMs)  
These are the quantifiable metrics used to measure the effectiveness of individual marketing and advertising 
tactics. These metrics are determined based on the individual tactics that support the strategic approach for 
each audience segment. Please see each audience segment’s plan for specific measurables. 

The following tourism KPIs historically have been and will continue to be tracked year-over-year.

*Note, these metrics are included in the list above and are tracked on an ongoing basis to measure success. However, there are some KPIs 
(not marked above) that are measured by the CVB but do not necessarily reflect the success of the CVB’s sales and marketing initiatives.
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SECTION 5:

Creative  
Strategy
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The Unique Value Proposition should be the north star for all marketing communications:
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Everything we do must continue to convey this promise of an elevated experience. In an era of ever-increasing 
competition for the traveler’s share of mind and wallet, it is our true differentiator.
 
More importantly, current economic conditions indicate that our Unique Value Proposition is in perfect 
alignment with today’s visitor sentiments.

 ● Digital nomads

 ● Multigenerational families/groups

 ● Hispanic couples and families

 ● LGBTQ couples and families

 ● Travelers with mobility challenges

 

Our Unique Value Proposition  
Naples, Marco Island and the Everglades 

promises an elevated coastal, cultural, 
culinary, and ecological paradise to those 

with an expectation of excellence.

Creative Messaging
To bring this idea to life, we will be creating the next generation of our “Only Paradise Will Do” campaign, with 
new messaging that conveys our promise of an elevated experience in a fresh, memorable way.
 
In addition, we will capture new images that reflect the ever-changing audiences we are targeting. Families and 
couples will still be represented, of course. But it’s just as important that we capture photo and video assets that 
resonate with specific audiences:

 
 
 
 
 
 
 

 

While Florida’s Paradise Coast has been and will always be an ideal destination for these audiences, they have 
historically been underrepresented within our campaigns. By focusing on Diversity, Equity and Inclusion in our 
campaign executions, we will continue to build and enhance the reputation of Naples, Marco Island and the 
Everglades as a welcoming vacation destination for everyone.
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SECTION 6:

Leisure Consumer
Journey
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A Consumer Journey represents the complete set of touchpoints the consumer travels through when 
interacting with a brand; this includes the brand’s website, social, email, media, Google presence, in-market 
experience and more. Mapping is a visualization of the Customer Journey that enables the creation of 
actionable goals at customer interaction points. The CVB collaborated with its agency to develop the leisure 
customer journey, which was used to guide the strategic marketing plan for that audience segment.

AWARENESS DISCOVERY BOOKINGS ARRIVAL AND 
ADVOCACY RETENTION

A
C

T
IV

IT
IE

S

View advertising, 
editorial travel 
articles, website 
content, social 
interactions, email, 
word of mouth, 
promotional 
sponsorships

Research, destination 
name search query 
(YouTube, CVB 
website, content, 
word of mouth, paid 
media, online 
reviews, visitor guide)

Online (hotel website, 
OTA, etc.) hotel 
direct, travel agency, 
CVB website

Itinerary, maps, online 
resources, social 
posts, share with 
friends

Social media, emails, 
website, revisit 
photos, videos, social 
posts, word of mouth

M
O

T
IV

A
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S Relax, school breaks, 
warm weather, 
bragging rights, 
recharge, escape, 
"sense of entitlement" 
- I earned my time o�!

Beach, relaxation, 
disconnect, 
reconnect, safety

Sense of reward and 
recharge, reconnect 
with family, "calendar 
claim" vacation = 
Wow I did it!

Feels at home or 
welcome, meets 
expectations

Sense of tradition, 
satisfaction

G
O

A
LS

Seek something new, 
discover, inspire, 
pique interest, 
restoration

Reassurance, 
exploration, informed, 
inspired, well- 
educated

Ease of booking, 
flexibility, simplicity

Seamless visit, 
achieved desired 
relaxation, welcome

Advocacy, want to 
relive memories, 
build upon traditions, 
want to visit familiar 
locations and explore 
places they missed

EM
O

T
IO

N
S Escapism, feel like 

this trip is a reward, 
intrigued, fulfilled - 
the feeling of want - 
the ultimate vacation

Sense that I'm making 
the right decision, 
exciting, desire, 
promise, reassurance, 
embrace something 
unique, memorable

Accomplishment, 
excitement, 
countdown, 
anticipation

Awe, release, sense 
of arrival, 
accomplishment, 
relaxation, disconnect

Reminiscent, 
nostalgic, good times,

BA
R

R
IE

R
S Unfamiliar, unknown, 

balance of action
and calm

Confusion, lack of 
information, not top 
of mind, expensive, 
competition, lack of 
accessibility

Pricing commitment 
in times of 
uncertainty, 
fragmented booking, 
availability, weather 
concerns

Sense of unfamiliarity 
does not meet 
expectations, unable 
to disconnect
from work

Competitive destinations, 
destination FOMO, lack 
of follow-through from 
the destination (what's 
new, what’s exciting)

*bridge the flight gap
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LEISURE TRAVELERS
 ● Domestic

 ● Florida Residents

 ● Travel Trade

 ● Arts & Culture

 ● LGBTQ+

INTERNATIONAL LEISURE TRAVELERS
 ● Canada

 ● United Kingdom

 ● Germany

 ● Latin America

GROUPS AND MEETINGS
 ● Meetings

 ● Sports

 ● Weddings

FILM PROFESSIONALS

SECTION 7:

Travel  
Audiences
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The following outlines the key travel audiences for FY23. It is imperative to seek to truly understand each 
audience, and any corresponding segments, to maximize the effectiveness and reach of all resources. 

Over the course of the last few years, the audiences’ behaviors, sentiments, perceptions, wants and needs have 
continuously evolved. The CVB and its marketing partners have strived to stay up to date on the latest trends, 
intelligence, and research on a monthly, weekly and daily basis. Those insights were used to guide the strategic 
plans developed specifically for each travel audience.

The following pages outline specific strategic marketing and communication approaches for each of these groups.  
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SECTION 7A :

Leisure -  
Domestic & In-State

SITUATION
 ● Domestic leisure travel has again proved resilient in the face of challenges ranging from COVID variants 

to rising inflation. The demand for travel has led to an upward revision in the forecast for inflation-adjusted 
domestic leisure travel spending over the next few years.

 ● More than eight in 10 (82%) of American travelers are excited to travel in the next 12 months—the highest level 
since the start of the pandemic.

 ● Fuel prices will be a barrier for at least the remainder of 2022. According to recent Longwoods Travel 
Sentiment Research, 41% of those interviewed consider gas prices a significant impact on their decision to 
travel, while 39% indicated they most likely will choose a destination closer to home.

 ● Labor shortages continue to impact service standards and availability, with potentially longer-term negative 
impacts on the perception of destinations. These challenges are disproportionately affecting the airline industry 
resulting in numerous flight cancellations and delays. If this continues, this will have an effect on consumers’ 
decisions to drive vs. fly, even with high gas prices. 

 ● Consumers expect more for their money. Travelers have been patient with challenges related to supply chain 
and labor shortages over the past couple of years, however, expect an improvement in services as they 
become more focused on the value of their dollar in more uncertain economic conditions.

 ● Flight search data from Amadeus, Skyscanner, and Sojern, however, shows that the bad press is also having an 
impact on flight intent. North America flight searches are down almost 30 percentage points from May to June 
2022 (from 78% to 49%). This should foretell a continued interest in road trip travel throughout summer and fall 
at a minimum, perhaps longer if air industry issues continue.

 ● With the rate of inflation remaining high, all consumers, regardless of net worth, are likely to feel the impact of 
economic challenges.

 ● Recent research indicates that the traveling public are more inclined to implement cuts in spending relating to 
food, entertainment, retail purchases, and activities with marginal reduction in spend for lodging.
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TRENDS/INSIGHTS    
 ● American travelers are showing an increased preference for visiting places they have never been 

over places they’ve visited before. Of those surveyed 75% say it’s important they “see new places” 
when considering future travel plans.

 ● Americans are most interested in enjoying scenic beauty, warm weather outdoor activities, road 
trips, dining in regional restaurants, visiting historical sites and enjoying street food during their 
travels.

 ● Research indicates that travelers will continue to seek out both relaxing experiences (wellness 
travel) and outdoor activities.

 ● Sustainable travel is here to stay. More American travelers are exhibiting an environmental 
consciousness than ever before. 56.1% of those surveyed say they usually make an effort to limit 
their personal impact on the environment when traveling.

 ● Competition will be stiff among many Florida destinations for the same resident audience and 
featuring similar getaway-type messaging.

 ● Florida residents traditionally book last-minute trips, short length-of-stays and are deal-driven, yet 
are capable and willing to respond to off-peak periods.

 ● Florida destinations account for 4 of the top 5 destinations where Vrbo is seeing the greatest 
interest among travelers based on vacation rental trip searches in 2022. There is a tremendous 
opportunity to grow visitation by capturing competitor market share.

1. Fort Myers and Cape Coral, FL

2. Maui, HI

3. Florida Keys, FL

4. Clearwater and St. Petersburg, FL

5. Naples, FL

 ● Trends from the Expedia Traveler Value Index (2022): 

 ☐ 78% of travelers are most interested in frequent short trips. As people head back into the office 
and kids remain in school, individuals and families may be looking for more quick doses of 
adventure.

 ☐ 56% of those who often work remotely will take a “bleisure” style trip — extending a work trip 
for leisure, or vice versa.

 ☐ A growing number of travelers are looking to minimize impact to the environment — even 
when doing so requires extra investment. 59% are willing to pay more fees to make a trip 
sustainable. 49% will choose a less crowded destination to reduce effects of overtourism.  
43% will travel locally.

 ☐ There is expected to be a surge in travel for personal wellness. Of travelers surveyed: 38% are 
prioritizing relaxation as they plan their next trip, 36% are searching for a sense of contentment 
and mental well-being, 24% plan to spend less time on their devices to be more present.

 ● Fly vs Drive Indicators

 ☐ Destination Analysts most recent research (State of the American Traveler Survey 8/2/22) 
shows a pretty even split among those opting out of air travel in the near future vs those who 
are still open to travel by air. 

 ♦ Opting out of air travel for other methods (car, train, etc.) – 30.4%

 ♦ Not opting out of air travel – 37.6%

 ♦ Neutral – 32%

 ☐ Among those still open to air travel, they tend to be more affluent, more likely to live in a large 
city, and are more financially elastic. Those who are opting out are more likely to be parents, 
live in suburban areas, and are less affluent. 

GOALS & OBJECTIVES 
 ● Drive visitation to the region year-round with emphasis on shoulder seasons (May-November)

 ● Increase awareness of and interest in the destination

 ● Increase visitor spending to generate positive economic impact

 ● Increase length of stay

 ● Expand the consumer database 

 ● Continue to create impactful destination content, including Florida resident-specific messaging 
and assets

 ● Identify new and unique ways to communicate and connect with Florida residents

 ● Increase consumer engagement (website traffic, clicks, open rate, video completion, etc.)

 ● Generate positive earned media coverage

 ● Evaluate existing and previous tactics for effectiveness and ability to move the needle 

PERFORMANCE METRICS
 ● TDT

 ● Visitation

 ● Length of stay

 ● Visitor Spend

 ● Email Database Subscribers

 ● Website Traffic and Engagement

 ● Social Media Followers and Engagement

 ● Visitor Guide Requests 

STRATEGIES
 ● Implement an always-on, omnichannel approach to engage with consumers throughout the entire 

customer journey 

 ● Develop and promote robust, relevant content that inspires, educates and converts new and repeat 
travelers

 ● Adopt a targeted, always-on approach for Florida residents that promotes awareness and visitation 
to the destination

 ● Identify key needs periods and concentrate on driving interest and visitation accordingly

 ● Identify and refine target markets that have a higher propensity to yield a larger return 
on investment
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CAMPAIGNS
The following campaigns will be developed and implemented throughout fiscal year 2023 to support the 
leisure domestic and in-state goals and strategies. Media spend and effort will be weighted toward the 
shoulder seasons, while having a continued presence in key markets throughout the year. 

 ● Always-On Campaign (Late October 2022 - August 2023)

 ● Winter Campaign (January - March 2023)

 ● Spring/Summer Campaign (April - August 2023)

 
TARGETING AUDIENCES

 ● Core Audience: 

 ☐ Adults, 25-64, HHI of $175k+ (Millennials, Gen-X, Boomers)

 ☐ Millennials/Upwardly Mobile Affluent Professionals (UMAPs)

 ☐ Couples & Families

 ● Niche Audiences: 

 ☐ Florida Residents

 ☐ Wellness Travel

 ☐ Digital Nomads

 ☐ Grand Travelers

 ☐ LGBTQIA+ Travelers

 ☐ Eco-Adventurers

 ☐ Culinary Enthusiasts

 ☐ Arts & Culture Lovers

 ☐ Golfers

 ☐ Fishing Enthusiasts

 ☐ Youth Sports 

MEDIA APPROACH
 ● Always-On Campaign

 ☐ Primary Focus: Will mirror seasonal campaigns’ audience targeting 

 ☐ Target Markets (Top Spending Markets & all Florida markets): Chicago, NYC, Boston, 
Minneapolis, Philadelphia, Milwaukee, Hartford-New Haven, Atlanta, Miami-Ft Lauderdale, 
Tampa-St Petersburg, Orlando, West Palm Beach, Jacksonville. 

 ☐ Year-round focus on the highest-yielding, visitor-generating source markets anchored by paid 
search, paid social and top performing OTA partners 

 ● Overarching Seasonal Campaign Focus

 ☐ At a time when travel costs are high and travel issues abound, we will reach beyond a tactical 
“features and benefits” approach. While inflation concerns are less dominant for affluent 

audiences, they will still make fiscally responsible travel decisions. We will tap into emotional 
connections to cut through the clutter and transcend traditional methods of engagement.

 ☐ Campaign approach will also include efforts that bring the destination into new, high potential 
markets with targeted media and takeovers that immerse prospective travelers with destination 
experiences that inspire future visitation. 

 ● Winter Campaign

 ☐ Primary Focus: 

 ♦ Couples & Families (Core Audience)

 ♦ UMAPs: Upwardly Mobile Affluent Professionals (25-40)

 ☐ The Winter Campaign in FY23 will be impactful takeovers in 2-3 key markets in the Northeast 
and Midwest, based on top spending behavior

 ☐ Target Markets: Chicago, Boston, NYC and/or Hartford-New Haven

 ☐ Utilize local market takeovers in the most affluent pockets of target markets. These will include 
local media, influencers and eye-catching out-of-home to capture attention

 ☐ Implement QR codes in media executions to drive residents to specific vanity landing pages

 ☐ Explore experiential marketing opportunities that encourage emotional connection to the 
destination

 ☐ Potential media channels include: Local Market Television, Radio Endorsements, Connected 
TV/Streaming, Out of Home/Transit Advertising, Upscale Magazines, Local Market Influencers 

 ● Spring/Summer Campaign 

 ☐ Primary Focus: 

 ♦ Couples & Families (Core Audience)

 » Families - April - July (focus moves to couples after kids go back to school)

 » Couples - April - August 

 ♦ UMAPs: Upwardly Mobile Affluent Professionals (25-40)

 ☐ Target Markets: Chicago, NYC, Boston, Minneapolis, Philadelphia, Milwaukee, Atlanta, Miami-Ft 
Lauderdale, Tampa/St. Petersburg, Orlando, Jacksonville, West Palm Beach

 ☐ Hyper-focus:

 ♦ Luxury audience and unique positioning as an elevated, coastal destination to separate from 
regional competition

 ♦ Top spending markets during shoulder season

 ♦ Upwardly Mobile Affluent Professionals

 ♦ Culinary Enthusiasts

 ☐ Explore experiential marketing opportunities that encourage emotional connection to the 
destination

 ☐ Less media partners, bigger (more impactful) placements

 ☐ Potential media channels include: Connected TV/Streaming, Digital Audio, Broad reach 
influencer marketing, Premium print placements with sensory elements, Out of Home Advertising, 
Media Event/Sponsorship, Native Content, Mobile Campaign with high impact ad units
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SOCIAL MEDIA APPROACH (ORGANIC)
 ● Create and curate meaningful, valuable content to nurture and grow leisure audience on Facebook, 

Instagram and TikTok

 ● Develop & roll-out strategy for successful standup of Paradise Coast TikTok channel

 ● Increase emphasis on video content to tell the Paradise Coast story throughout all touchpoints

 ● Launch a social media video series aimed at engaging with prospective travelers. Categories will 
include culinary, eco/adventure, arts & culture and itineraries

 ● Utilize influencer and user-generated content to drive traffic and engagement on social and 
throughout other channels

 ● Implement new platform tools to align with user habits and usage behaviors. These will include 
Instagram Collab Tool, Instagram Reel Placements, Paid Partnership Tool, Instagram Guides, and 
Facebook/Instagram Stories

 ● Track analytics and use results to drive leisure content strategy

 

PUBLIC RELATIONS APPROACH
 ● Host two out-of-market media luncheons with invited journalists to introduce them to the destination

 ● Pitch features for “near-cations” and “get out of your own four walls” themes to encourage remote 
workers to experience travel opportunities right in their own backyard

 ● Promote Florida resident travel during shoulder seasons

 ● Pitch Florida’s Paradise Coast as a “solo travel” destination highlighting our safety rating

 ● Focus on this year’s travel themes: multi-generation travel, authentic experience travel, niche travel 
(i.e. foodie travel, beach-bum travel, etc)

 ● Highlight the tourism benefits to our local community - tourism supporting local communities post-
covid is a travel trend that journalists are covering 

 ● Expand on our hidden gems and undiscovered treasures - travelers are looking for authentic and 
unique experiences

 ● Integrate where it makes sense the Collier County Centennial Year celebrations in 2023

 ● Continue to focus on our al fresco dining options.

 ● Outdoor experiences continue to be a draw for journalists as well as transformational travel- 
connecting with a destination rather than just sight-seeing 
 

DIGITAL MARKETING APPROACH
 ● Leverage the main navigational pages as much as possible for campaigns. Some campaigns may be 

identified for dedicated landing pages

 ☐ Identify website landing pages in coordination with campaigns and both Core Audiences and 
Niche Audiences

 ☐ Ensure the landing page(s) content is aligned with the campaign messaging/images and have the 
KPIs built into the pages (data collection, forms, bookings, etc.)

 ☐ Use the matrices of the main landing pages to showcase related content and engaging articles, 
etc. and that they are in alignment with the campaign audiences (Core and Niche) and primary 
campaign type

 ● Continue to leverage Florida  landing page on the website, optimize and refresh content as relevant 
for planning cycles and traffic-driving campaigns

 ● Create robust content in line with the needs of “WFV - Work from Vacation” or “Work Away From 
Home” audiences. Optimize for SEO and feature prominently in relevant areas of the site

 ● Ensure video is a priority in content audits and content creation planning, is featured front and center 
in key areas of the website, and strategically aligns with planned campaigns and landing pages

 ● Related to social media campaigns and content - Place hashtags in a highly visible area on the 
website/social hub
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S ITUATION
 ● Cash flow remains an issue for travel agencies because while bookings in many cases are strong, larger 

commission checks won’t be received until the client travels. Agency owners and managers are also faced with 
the problem of effectively staffing up to meet traveler demand.

 ● There is some lingering COVID deterrent of travel, however, for many, the primary concern has shifted to financial.

 ● Consumers are still traveling despite high gas prices, however, trip frequency and duration have seen a negative 
impact. Nonetheless, people are still vacationing.

 ● It has become increasingly difficult to host FAM trips. Due to financial considerations, high occupancy and elevated 
ADR levels partners are resistant to host FAMS. As a result, the importance of education of travel agents online or 
virtually becomes even more important.

 ● ASTA agents want FAMs and travel agent rates readily available like some larger CVBs.

 ● Other Florida beach destinations with lower ADR and availability are capitalizing on Paradise Coast’s elevated ADR 
and lack of availability. 

TRENDS/INSIGHTS 
 ● Travel advisors remain important as travelers look to them to help  navigate Covid protocols and 

for ease of trip changes.

 ● Education continues to be absolutely critical for travel advisors. They are eager to have 
information readily available, including things to do, lodging options, safety protocols, etc. 

 ● Quality time with friends and family is the top motivator for travel followed by summer vacations 
and rest and relaxation.

 ● Room rates are much higher than in years past

 ● Sustainable tourism is still on the rise, even more so than in 2021. Wellness travel has also gained 
in popularity, with travelers looking to trips as a form of self-care and rejuvenation.

 ● Millennials are leading the trend of outsourcing planning, seeking an individualized and 
personalized approach to planning their travel.

 
GOALS & OBJECTIVES

 ● Increase Travel Agent Academy graduates

 ● Increase the number of trained luxury travel agents

 ● Increase travel agent database (leads/inquiries)

 ● Increase awareness of and interest in the destination (with emphasis on the luxury and outdoor/
eco opportunities)

 ● Development of an updated Travel Trade page on the website

 ☐ Itineraries/Trip Ideas

 ☐ Virtual FAMs (Downtown Naples/Marco Island/Everglades)

 ☐ One pager

 ☐ Maps

 ● Development of Travel Agent newsletter

 ● Host quarterly in-market events or sales missions with agents of elevated value

 ● Penetration into LAX and SFO markets 

PERFORMANCE METRICS
 ● Number of Travel Agent Academy enrollments

 ● Number of Travel Agent Academy graduates 

 ● Number of luxury travel agents trained

 ● Number of Leads / Inquiries

 ● Number of In-market events and or sales missions (2)

 ● Number of Travel trade FAMS 

 ● Earned media value (PR)

SECTION 7B:

Leisure - 
Travel Trade
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STRATEGIES
 ● Inspire travel agents and tour operators to learn more about the destination, inquire and ultimately book 

their clients. This includes the development of assets to be utilized for Trade Shows, Sales Missions, 
Meetings and Webinars such as:

 ☐ Visitor Guide

 ☐ One-Sheeter + Map

 ☐ Leisure Video (evergreen, luxury destination hype video)

 ☐ PowerPoint Template

 ● Educate and train travel agents and tour operators on the destination through in-person meetings, 
missions, trade shows, FAMs and developing new content and educational tools and resources, i.e. 
Digital Toolbox. This includes:

 ☐ Sample itineraries

 ☐ Things not to miss

 ☐ Map

 ☐ Contact information

 ☐ Videos

 ● Continue to leverage partnership with Visit Florida to expand marketing opportunities and maximize 
budget, such as inclusion in training missions and FAM opportunities.

 ● Develop a travel advisor newsletter with what’s new / deals / itineraries / Arts & Culture  
/ 100 year Collier / Specialist Program

 ● Create a TA discount program with hotels, restaurants, and attractions to motivate them to visit on their own.

Marketing Approach 
TARGET AUDIENCES 

 ● Travel Agents for consumer and business travel with an emphasis on the luxury niche, such as Virtuoso, 
Signature, American Express and ASTA

 ● Travel Operators for group reservations and individual tours, with emphasis on the luxury niche 

 ● Emphasis on Midwest and Northeast. Secondary expansion focus on West coast (SFO, LAX)

 ● Travel agents and tour operators interested in:

 ☐ Luxury niche travel

 ☐ Outdoor / Eco Travel

 ☐ Responsible Tourism / Sustainable travel

 ☐ Families

 ☐ Grand travel

 ☐ Millennials

 ☐ Sustainable travel

 ☐ Wellness

 ● Enrichment (education, history, heritage)

 
MEDIA APPROACH

 ● The approach for FY23 for the Travel Trade segment is centered around education. All media will go 
towards educating agents and tour operators about the full depth and breadth of the destination and 
its offerings. 

 ● The centerpiece of the media approach will be to invest in Northstar’s Travel Agent Academy. This will 
be a 12-month course with e-learning and a dynamic curriculum.

 ● Webinars rose in importance over the past two years, and have remained very popular and viable, 
and key to agents’ continuing education. We will look for opportunities to sponsor webinars with 
speaking roles for the CVB, where we can also receive leads from those who attend the webinar.

 ● Additionally, the CVB will look to engage with luxury travel agents in any membership or paid 
media opportunities. 

SOCIAL MEDIA APPROACH (ORGANIC)
 ● Utilize Paradise Coast LinkedIn channel for reaching Travel Trade audience

 ● Create and curate meaningful, valuable content to nurture and grow audience 

 ● Drive traffic to the Travel Trade landing page or relevant blogs and articles to educate and grow interest 
in the destination

 ● Increase emphasis on video content to tell the Paradise Coast story 

 ● Track analytics and use results to drive content strategy and ideation
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PUBLIC RELATIONS APPROACH
 ● Capitalize on international PR opportunities in tandem with Visit Florida

 ● Maintain a consistent flow of “What’s New” information to trade partners

 ● Continue to provide communications in-language and upload to website pages

 ● PR pitch points to include “beach retreat” post Orlando stay; coast-to-coast stay only a drive away,  
Miami - Naples; nature and adventure travel 

 ● Work with Avia Reps on LATAM opportunities - once they countries have been narrowed down 

DIGITAL MARKETING APPROACH
 ● Develop website content aligned with segments inclusive of grab and go itineraries. These Itineraries 

can be multi-use with traditional leisure travel. Itineraries can also be visual tours. 

 ☐ Luxury niche travel

 ☐ Outdoor / Eco Travel

 ☐ Responsible Tourism

 ☐ Families

 ☐ Grand travel

 ☐ Millennials

 ☐ Wellness

 ☐ Enrichment (education, history, heritage)

 ● Update footer CTAs on travel-trade site to be specific to audience.

 ● Leverage emails from NorthStar and education base for database and include in segmentation. 

 ● Develop attractor video content aligned with travel trade, QA, and luxury interests. 
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 SITUATION
 ● Travel continues to be a growing priority for the LGBTQ+ community. Last-minute travel, luxury and 

adventure travel and destination weddings and honeymoons are among the most in-demand vacation 

types for this segment.

 ● LGBTQ travelers continue to be concerned about giving their business to destinations and suppliers 

that are truly LGBTQ-friendly. Safety and awareness are at the top of the list when traveling, with a 

focus on destinations and properties that are genuinely welcoming all year round.

 ● The LGBTQ community in the U.S. spends 10 percent of its purchasing power, or nearly $100 billion, 

on travel. LBGTQ travelers seek destinations that are welcoming year-round not just during June 

(Pride month). 

 ● Pent up demand for LGBTQ weddings, honeymoons, and anniversaries represent significant 
opportunities for destinations. Destinations in Florida have some headwinds to overcome 
given the political climate in Tallahassee.

 ● Half of lesbian/bisexual women have children under 18 living in their households – family 
vacations for these women are no different than family vacations for heterosexuals. LGBTQ 
parents took 2.2 trips with their children within the last 12 months.

 ● LGBTQ continues to be resilient and traveling. They continue taking and planning several 
trips a year.

 ● LGBTQ travelers are looking for more remote destinations and wilderness adventures, from 
safari walks to backpacking trips. We need focus on NPS & Everglades. 

 ● A rising number of LGBTQ+ vacationers are bringing along adult children, siblings, parents, 
and grandparents.  LGBTQ Family travel is growing.

 ● The LGBTQ+ market continues to demonstrate a strong interest in visiting Naples, Marco 
Island and the Everglades. 

TRENDS/INSIGHTS
 ● LGBTQ travelers are most concerned with safety and security, inclusivity and community.

 ● According to a recent survey, 66% of the LGBTQ travelers indicated taking at least one overnight 
vacation during the past year. Big city and international destination travel was lower than might 
have otherwise been expected. LGBTQ community members discovered other alternatives such  
as small towns, beaches and outdoor adventure destinations with 62% of trips falling into  
this category.

 ● The LGBTQ traveler is more aware of where they travel because they want to feel safe and 
welcome - not just during Pride months, but every day.

SECTION 7C:

Leisure - 
LGBTQ+
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 ● Some LGBTQ feel the current legislation in FL to be a problem and as a result will not travel here; 
however, others feel it is important to be in Florida due to legislation.

 ● There is a growing interest within the destination for hosting LGBTQ events and partners are hosting them.

 ● Nationwide, Pride Fests are bigger and attended more than ever this year.

 ● LGBTQ+ travelers that are 35+ have a higher propensity to spend money and travel more frequently.

 ● LGBTQ+ travelers return to destinations they’ve previously visited and travel for community.

 ● Positioning the destination as LGBTQ+ friendly aligns the CVB with a lucrative and very loyal market 
segment that searches out and has the spending power to secure luxury accommodations and 
experiences.   

GOALS & OBJECTIVES
 ● Be positioned as a top destination that is open and welcoming to LGBTQ+ travelers and community

 ● Increase awareness, engagement, and interest in the destination among LGBTQ+ travelers

 ● Grow LGBTQ+ consumer database subscribers (+10%)

 ● Continue ad buys that include event registration

 ● Capture additional LGBTQ imagery (i.e. dining, eco) during upcoming photoshoot

 ● Increase earned media placements that support/promote LGBTQ+ initiatives 

PERFORMANCE METRICS
 ● Website traffic & engagement

 ● Email subscribers

 ● Social media followers & engagement

 ● Earned media value (PR)

 ● Number of influencers secured for the destination 

STRATEGIES
 ● Shift creative tone and approach from romance to family, eco and solo travelers.

 ● Create and utilize authentic, relatable, and diverse content across all marketing and communication 
channels.

 ● Showcase the destination’s LGBTQ+ friendly atmosphere, events, and partners.

 ● Create inspirational and educational tools and resources specific to the LGBTQ+ traveler and 
community across all marketing communication touchpoints, i.e LGBTQ Guide, LGBTQ-owned business 
one-page, etc.

 ● Contribute and foster a positive and friendly experience and environment for LGBTQ+ travelers while in 
destination.

 ● Continue to partner and align the destination with LGBTQ+ friendly and specifically dedicated 
organizations, businesses, events, high-reach influencers, etc. 

 ● Collaborate with tourism partners to maximize sales and marketing efforts.

 ● Leverage 1st and 3rd party research, intelligence, and data to drive strategic marketing initiatives.

 ● Evaluate event sponsorships and activations for reach and effectiveness.

 ● Explore PR opportunities to publications and organizations for inclusion in articles or influencer 
programs; host LGBTQ FAM’s during PRIDE month.  
 
 
 
 
 
 

Marketing Approach
 
TARGET AUDIENCES 

 ● Adults 35+ with a HHI of $125k+

 ● Campaigns

 ☐ Winter: Families, Solo, Couples

 ☐ Spring/Summer: Families, Solo, Couples

 ● Destination Weddings

 ● LGBTQ+ Associations (B2B) 
 

MEDIA APPROACH
 ● The LGBTQ+ segment are resilient and loyal travelers. This has been on display after 9/11, 2008 recession, 

and now, after the pandemic. They tend to have larger disposable incomes and travel more often. 

 ● They are more present and active on social media platforms, and because they are actively traveling, they 
are implicitly “granting permission” to others so that they can travel safely. This influence can be extremely 
valuable to a destination’s marketing efforts.

 ● Facebook has taken away targeting capabilities for reaching this segment as of November 2021, as 
advertisers can no longer target users based on any engagement related to subjects such as sexual 
orientation. Therefore, paid social can no longer be an effective part of our paid media campaigns.

 ●  The LGBTQ+ segment will be targeted in three key ways:

 ☐ Sponsorships at major Pride events to allow to get attention and complement in-person CVB 
presence; likely St. Pete, Chicago, and the new statewide Florida event FLOCC

 ☐ Leveraging trusted influencers to educate and inspire visitation

 ☐ Mobile-first digital campaign targeted to affluent LGBTQ+ travelers

 

SOCIAL MEDIA APPROACH (ORGANIC)
 ● Create and curate meaningful, valuable content to nurture and grow LGBTQ+ audience 

 ● Increase emphasis on video content to tell the Paradise Coast story throughout all touchpoints

 ● Launch a social media video series aimed at engaging with prospective LGBTQ+ travelers

 ● Utilize influencer and user-generated content to drive traffic and engagement on social and 
throughout other channels

 ● Implement new platform tools to align with user habits and usage behaviors. These will include 
Instagram Collab Tool, Instagram Reel Placements, Paid Partnership Tool, Instagram Guides, and 
Instagram Stories

 ● Track analytics and use results to drive LGBTQ+ content strategy
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PUBLIC RELATIONS APPROACH
 ● Generate content and enhance working relationships with LGBTQ+ publications

 ● Ensure visual assets that display inclusion and diversity

 ● Include ¡ARTE VIVA! information as a pitch point for LGBTQ features

 ● Continue to focus on diversity and inclusion as key pitch points with national media 

DIGITAL MARKETING APPROACH
 ● Develop robust content in line with community offerings, support, and events.

 ● Highlight the Pride Center through website content development and define key placement areas within 
the site matrices.

 ● Ensure LGBTQ audience representation in content, featuring LGBTQ people throughout audience and 
interest segmentaton (e.g., families, couples, friend groups, outdoors, arts and culture, dining,  etc.). 
Content to exist organically throughout the site and not exclusively live on the LGBTQ experience page.
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S ITUATION
 ● In 2022, Naples, Marco Island and the Everglades elevated the concentration and commitment to Arts and 

Culture via staffing and financial investment.

 ● This enhanced focus has already helped create support, excitement and cohesion within the local arts and 
culture community while positioning the CVB as the architect for growth moving forward.

 ● By modifying grant guidelines to allow a broader scope of applicants, the CVB has increased the investment 
within the grant program and activated wider involvement in a burgeoning arts and culture scene.

 ● The CVB demonstrated its ability to orchestrate a strategic direction for the arts by facilitating conversations 
and directional influence relating to the 2022/2023 Hispanic Arts and Culture event and beginning the 
process of creating a marketing toolbox to be used by participating partners in amplifying their own efforts. 

SECTION 7D:

Leisure - 
Arts & Culture

TRENDS / INSIGHTS
 ● Culture and arts in beach destinations in Florida are not a primary draw, but arts and culture add 

to the overall tourism experience. While some destinations in Florida are very proud of their 
arts and culture offerings, and rightfully so, travelers from New York, Chicago, Toronto, Boston, 
Washington DC, etc., generally do NOT come to Florida for arts and culture. Nonetheless, there 
are opportunities to strengthen brand experience and loyalty by promoting arts and culture to 
visitors via in-market promotions.

 ● Naples did not even create the arts facilities on 5th Avenue until 1998. Meanwhile, Sarasota is 
known for the arts, with branding dating back to the 1950s.

 ● Naples features artist studios in various districts, something unique that Sarasota does not have. 
Visitors and locals can participate in art-making, see the artist and talk to the artist about their work

 ● The arts community has been disjointed.  Galleries are known for high-end art and Naples 
is known for its galleries and a place to find art. Residents and visitors can build their own 
collections here easily.  

 ● Local artists do not feel that they are well represented as serious artists as there is no space for 
curated exhibitions of local or regional artists.

 ● It will be important to challenge the arts and culture community to remain committed to 
developing events and activities capable of attracting visitation over the course of the year, with 
a concentration specifically on the shoulder seasons.

 ● The creation of ¡ARTE VIVA! has ignited the collaborative passion within the arts and culture 
community in a way that has not previously been recognized. This is a great opportunity to 
bring the collaboration of this group together surrounded by a multi-year festival designed to 
showcase the vibrancy, breadth, and depth of the arts community.
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GOALS & OBJECTIVES
 ● Develop and launch of an overarching Arts & Culture campaign

 ● Develop and launch of a Hispanic Arts & Culture Festival campaign (¡ARTE VIVA!) 

 ● Build a list of arts organizations into our partner database

 ● Develop a system to measure the grant partner out-of-market advertising campaigns

 ● Develop survey data to measure the impact of the arts (utilize national measures from Americans for the Arts)

 ● Developing survey data that can be used by the CVB and partner organizations to combine data collection

 ● Developing measures for the campaigns we pay for through the grants program

 ● Develop an arts and culture brand/identity for the destination

 ● Continued support & alignment of county tourism division by the arts and culture community and officials

 ● Generate incremental visitation to the destination

 ● Continued alignment and collaboration within the arts and culture community

 ● Assist the arts community to become better and more capable marketers by our guidance and/or inclusion 
and collaboration 

PERFORMANCE METRICS
 ● Website traffic and engagement metrics

 ● Intercept survey data and data collected by the arts organizations

 ● Incremental visitation to efforts related to ¡ARTE VIVA! Hispanic arts and culture festival

 ● Increased earned media coverage generated by the CVB

 
STRATEGIES

 ● Communicate a strategy for arts and culture marketing

 ● Showcase the destination’s vibrant arts & culture community with appealing, inspirational imagery and video

 ● Develop outreach to arts organizations to help build that communications strategy

 ● Develop strategy for the grant program ads that make it easy for the organizations and meet our objectives

 ● Implement an online grant application and reporting system

 ● Track the results of the grant program and the ad campaigns

 ● Explore PR opportunities to publications and organizations for inclusion in articles or influencer programs

Marketing Approach
 
TARGET AUDIENCES 

 ● Target  Audience: 

 ☐ Primary Target - Hispanic Adults 25-64

 ☐ Secondary Target – General Market A25-64

 ☐ Household income of $125K+  

 ● Niche Audiences: 

 ☐ Florida Residents

 ☐ Arts & Culture Lovers

 ☐ LGBTQ

 ☐ Locals

 ☐ Hispanic

 ● Geographic Target Markets:

 ☐ Out-of-State: Chicago, NYC, Boston, Minneapolis, Philadelphia, Milwaukee, Hartford-New Haven, 
Atlanta

 ☐ In-State: Miami-Ft Lauderdale, Tampa/St. Petersburg, Orlando, Jacksonville, West Palm Beach 
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MEDIA APPROACH
The core of the Arts & Culture campaign in FY23 will be to promote the Hispanic Arts & Culture Festival, ¡ARTE VIVA! 
That focus from the paid media will allow for natural presence in front of an overall arts & culture enthusiast throughout 
the year. It is important to note that because arts and culture is such a core element of the tourism experience in Collier 
County, arts and culture creative and images will also be incorporated into the main leisure campaigns, reaching into all 
target markets in a broader manner. 

Targeting
We will focus on the following target audiences:

 ● Primary Target - Hispanic Adults 25-64

 ● Secondary Target – General Market A25-64

 ● Household income of $125K+  

Markets: For ¡ARTE VIVA!, the focus is on those target markets that have the highest composition (minimum 20%) of 
Hispanic population. This allows for a broad reach into the general market and maximizes spend efficacy.  
Markets include:

 ● NYC, Chicago, Milwaukee, Hartford-New Haven, Orlando, Tampa/St Pete, West Palm Beach, Miami- Ft Lauderdale

 ● Additional targeting in Collier and Lee Counties

There will be 3 layers to this campaign:

Local
 ● Introduce and maintain interest among Collier and Lee county residents with some traditional media that will reach 

across a broader audience

 ● Potential media includes outdoor billboards and radio

Florida Residents
 ● The strongest push for ¡ARTE VIVA! will be statewide targeting Florida Residents. Residents possess the ability 

to make multiple visits and strong word of mouth marketing to friends and family.

 ● The media approach here would be to reach true arts and culture enthusiasts, not the casual visitor to a gallery 
or museum. We know that people most often don’t travel for arts and culture experiences, but the real arts 
devotee who lives an easy drive away is a prime audience. 

 ● Device targeting will be utilized to those who spend frequent time in galleries, museums, cultural centers, and 
focus strictly on high end art related media sites and publications.

Out-of-State
 ● National digital buy to reach our out-of-state markets in a respected environment that has a built-in  

affinity among this arts and culture devotee, such as Smithsonian. 

 ● Geo-targeted to all out-of-state as well as Florida markets. Includes both ¡ARTE VIVA! and general arts 
and culture creative.

 ● Prioritize native content and high-impact display banners to drive both inspiration and traffic to the arts 
and culture and ¡ARTE VIVA! pages of the Paradise Coast website. 

SOCIAL MEDIA APPROACH (ORGANIC)
 ● Create and curate meaningful, valuable content to nurture and grow Arts & Culture audience 

 ● Increase emphasis on video content to tell the Paradise Coast Arts & Culture story. Lean into video to 
highlights events (i.e. ¡ARTE VIVA!), educate travelers and encourage visitation

 ● Utilize influencer and user-generated content to drive traffic and engagement on social and throughout 
other channels

 ● Implement new platform tools to align with user habits and usage behaviors. These will include Instagram 
Collab Tool, Instagram Reel Placements, Paid Partnership Tool, Instagram Guides, and Instagram Stories

 ● Track analytics and use results to drive Arts & Culture content strategy & ideation

PUBLIC RELATIONS APPROACH
 ● ¡ARTE VIVA! rollout and press conference - September 2022

 ● Create an Arts & Culture section in the press kit

 ● Create a pitch sheet specific to Arts & Culture / create a dedicated Arts & Culture distribution list - include 
NY media

 ● Host one Arts & Culture FAM trip in 2022/2023

DIGITAL MARKETING APPROACH
 ● Ensure arts and culture content is a key component of content planning and creation strategies and is 

featured prominently on the website.

 ● Develop landing pages for key arts and culture events taking place in the destination and include paid 
strategies in driving traffic (e.g., paid search, paid social, native).

 ● Highlight arts & culture events and experiences by featuring content on homepage, in e-news, etc.
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SECTION 7E:

Leisure -  
International
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S ITUATION
 ● With the reopening of US borders being delayed until November 2021 and existing strict testing 

requirements to enter the country, the majority of international travelers were only able to start planning 
their trip to the destination in early 2022 (with the exception of Mexico and Colombia). Additionally, the 
Omicron variant outbreak also delayed bookings and visitations to the destination at the end of 2021. 

 ● The slow recovery that was witnessed within the international traveler audience was not the result of 
a lack of desire, but rather the inability to book reasonable rates or any accommodations at all during 
the peak season. Now that rates are starting to recede and normalize, the international market is prime 
for an early booking surge for the winter peak season ahead (assuming that economic conditions do 
not deteriorate significantly). The strength of the US dollar has put significant pressure on international 
currency making it less affordable for international travelers.

 ● After seemingly endless travel restrictions international travelers are ready to reward themselves with  
a vacation. 

 ● The challenge that exists resides within the increasing strength of the US dollar and the devaluation of 
most international currencies, making it more expensive to travel to the United states

 ● With a relaxation of COVID testing requirements around much of the globe, US travelers are venturing 
internationally for the first time in years. As a result, demand for Florida is waning a bit. This will directly 
impact availability and rates, making the destination more accessible.
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TRENDS/INSIGHTS 
 ● Luxury segments will continue to lead international travel to the US alongside destinations that 

provide sun, sand, nature and wide-open spaces. There is record high, pent-up demand from 
many international countries across Europe. This is particularly true in the United Kingdom, 
where after months of lockdowns, travelers are anxious to resume vacations to US destinations.

 ● Following a very small international test of the Canadian waters, response was swift to return 
to the region. Opportunity exists and remains for Canadians residing in southern Ontario to be 
able to respond and visit the destination via air or land.

 ● LATAM travelers still love traveling to Florida, however, there is a lack of native Spanish 
speakers and DMCs in Florida’s Paradise Coast to accommodate these visitors. Tour operators 
lean heavily on DMCs for destination education, exploration and trip coordination. 

 ● LATAM travelers are most likely to visit and explore the East Coast of Florida due to easy and 
practical direct flights to Orlando and Miami airports enabling the fierce competition amongst 
Florida destinations that were present at the 2022 IPW Conference. 

 ● Future Brightline expansion routes possess the opportunity to help competitive east coast 
destinations in Florida to expand their international market share.

 
GOALS & OBJECTIVES

 ● Gain the reputation for Florida’s Paradise Coast as one of the preferred destinations in 
Florida by amplifying the destination as versatile, with plenty of outdoor adventure activity, 
sophisticated arts and culture offerings and al fresco dining to the database of Travel Trade 
providers through training modules.

 ● Continued investment in PR activations and initiatives such as press/influencer trips to the 
destination for all targeted markets during low and shoulder seasons when there is more 
opportunity for hosting.

 ● Continue targeting the Canadian market (Southern Ontario concentration) due to their fly /drive 
capabilities and start working with local partners to increase visitation to the destination beyond 
Winter season. 

 ● Evaluate current investment in five LATAM international markets versus a more concentrated 
focus on top performing markets.

 ● Continue to partner with Visit Florida, Brand USA and regional DMOs and attend regional 
collations such as WCF.

 ● Increase the weight of marketing within the Canadian market specifically the southern Ontario 
golden horseshoe region of Ontario. 

PERFORMANCE METRICS
 ● Increased visitation from each targeted market including Canada

 ● Host at least 1 press/influencer trip per market. Minimum 4; UK/Germany/ LATAM / Canada  

APPROACH AND STRATEGIES
 ● Invest more in coops such as with HotelBeds, Expedia, Booking to promote the destination 

internationally 

 ● Increase PR involvement across all markets and develop activation strategies for each audience 

 ● Expand presence and partnership within Canada

 ● Produce and distribute assets and collaterals translated in all respective languages 
  

TARGET AUDIENCES
 ● Family and extended family - multi-generational

 ● Millennials, Gen X and Gen Y  

 ● Eco-Tourism / Adventure and experiences

 ● Wellness Travelers

 ● Foodies
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TRENDS/INSIGHTS
 ● According to “optimistic planners”, the future is brighter than it has been in some time. Bookings 

have rebounded and business is reportedly on a trajectory to normal levels over the coming years.

 ● Business traveler enthusiasm is lagging: 75% of business travelers are not excited about or are 
indifferent to traveling again for work.

 ● Planners are frustrated that previously existing relationships have no bearing on hotels working 
with them on availability and prices due to such high demand. There is tremendous difficulty finding 
availability in peak season.

 ● There remains much uncertainty around estimated event attendance. Groups have been 
conservative with initial group room blocks, often resulting in challenges when actual 
attendance numbers exceed initial expectations. This leaves many planners scrambling to find 
overflow room blocks.

 ● Incentive market international destinations are open again. Immediately following the pandemic 
Florida was one of few options available, however, now there are many others. 

 ● A recent Incentive Research Foundation (IRF) survey shows Hawaii again on top of the list of 
destinations for incentive travel. 

1. Hawaii 

2. Caribbean 

3. Western US (e.g. CA, AZ)

4. Western Europe (e.g. Italy, Spain, Portugal)

 ● The post-pandemic workforce is changing employee incentivization and engagement. Group trips 
are not the motivators they once were, now replaced by individual travel, cash, and gift cards.

 ● Wellness travel for groups is on the rise.

 ● Companies are concerned about inflation and economy.

 ● Major cities are making a comeback as destinations for meetings. This might be driven by the vast 
number of hotel rooms available and as a result, these major cities may offer more competitive/
affordable accommodation options. 

SECTION 7F:

Groups -  
Meetings

SITUATION
 ● The destination experienced unprecedented group meetings demand, especially in the peak season of 2022.  

Meeting postponements and rebookings caused by COVID resulted in a very limited availability for conferences, 
meetings and events during that season.

 ● Hotel rates in Florida have skyrocketed, but average rates have exceeded others in the competitive set.

 ● Revenue managers are increasing the ratio of transient vs. group business, especially during peak season.

 ● Hotels are often unable or unwilling to offer larger group room blocks over peak season, as hotels would rather increase 
ADR with leisure travel.

 ● We are encouraged by the optimism of planners to book into 2024 and 2025, however, some have recently expressed 
concern over the economy (i.e. inflation, energy costs) and fear of a recession. This may hinder long-term group bookings.

 ● Meeting planners are frustrated with the high rates to book meetings in places/hotels they would regularly hold meetings.

 ● RSW does not provide direct service from many key business markets, causing attendees to fly to other nearby airports 
(Ft. Lauderdale, Miami).

 ● Surveys by US Travel and Meetings Today show hopeful statistics regarding the incidence of business travel, the average 
number of attendees per meeting, and the average space used. Yet, these statistics are buoyed by corporate travel to the 
25 largest markets.

 ● For business-related travel specifically, we expect the bounce back to take a bit longer and see pre-pandemic numbers 
not in 2022, but in 2024.
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GOALS & OBJECTIVES
 ● Increase awareness of the destination among luxury groups and meeting planners

 ● Expand the groups and meetings planner database 

 ● Increase qualified leads by 5% from 2022

 ● Secure qualified leads for 2023 – 2025 business

 ● Generate positive earned media coverage

 ● Increase engagement with lodging partners

 ● Increase social media presence and engagement 

PERFORMANCE METRICS
 ● Qualified Leads

 ● Email Database Subscribers

 ● RFPs Delivered 

 ● Media Metrics 

STRATEGIES
 ● Implement an always-on, omnichannel approach to engage with groups and meetings planners throughout 

their entire customer journey.

 ● Develop informative, relevant content for utilization on social media channels.

 ● Educate group and meetings planners about the depth and breadth of the destination’s offerings 
specifically geared towards their interests.

 ● Establish and nurture relationships with major meeting properties to ensure alignment of marketing 
initiatives based on destination and partner needs.

 ● Enhance sales and marketing efforts through the development of new content, tools, and resources (i.e. 
welcome video, meetings video, deck template).

 ● Develop a Meeting Planner Guide to include a map, how to get here, area hotels (and meeting space), 
unique offsite venues and sample activities and/or itineraries for their attendees.

 ● Create a series of destination videos for meeting attendees (i.e. getting around, things to do, area dining 
and shopping, eco-adventures, relax and rejuvenate, etc.).

 ● Capitalize on and promote the number of direct flights into RSW, and the proximity to Miami International 
Airport and Fort Lauderdale-Hollywood International Airport. 

 ● Identify and concentrate on meeting segments that are more luxury-focused.

 ● Create, deliver and sustain CVB’s value for partners.

 ● Apply a concentrated focus on the small and medium-sized meetings that align best with Paradise Coast’s 
limited-size properties. 
 

Marketing Approach 
TARGET AUDIENCES

 ● Groups and Meetings Planners and Organizers for the following segments:

 ☐ Incentive

 ☐ Financial

 ☐ Insurance

 ☐ Corporate

 ☐ Medical

 ☐ Legal Associations

 ☐ State Associations (Summer travel)

 ☐ SMERF Planners

 ☐ Wellness Travel 

MEDIA APPROACH
 ● With continuing high ADRs and strong seasonal compression, the destination will remain unapologetically 

high-end. The CVB will continue to put focus on luxury-focused meetings. This could include specialized 
types of meetings such as incentive, financial, insurance and medical.

 ● Most efforts will target higher spending meetings rather than trying to be all things to all planners.

 ● To address the need to educate and connect with younger planners as the seasoned planners retire, the 
destination will endeavor to connect with younger meeting planner professionals. Reaching them not in 
traditional trade media platforms, but where they might be spending their off-time, and show the beauty 
of the destination, with less sales-focused media and more educational and inspirational content. 

SOCIAL MEDIA APPROACH (ORGANIC)
 ● Utilize Paradise Coast LinkedIn channel for reaching luxury-focused groups & meetings audience

 ● Create and curate meaningful, valuable content to nurture and grow audience, i.e. development of one 
monthly thought leadership article from Lisa Chamberlain

 ● Increase emphasis on video content to tell the Paradise Coast story throughout all touchpoints

 ● Utilize influencer and user-generated content to drive traffic and engagement on social 

 ● Implement new platform tools to align with user habits and usage behaviors

 ● Track analytics and use results to drive groups and meetings content strategy
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PUBLIC RELATIONS APPROACH
 ● Create a meetings “pitch kit” that showcases our luxury resort offerings – high-end meeting spaces and 

luxury attraction partners such as Revs Institute, Arthrex, etc. Draft a compilation of interesting activities 
groups can participate in – cooking classes, fishing lessons, guided nature tours.

 ● Pitch the benefits of blended work/vacation travel and “stay-cations” to remote workers as a way to “get 
out of your own four walls,” and explore your own backyard.

 ● Continue to foster relationships with group meetings journalists – establish the CVB as the “go-to 
resource” for their features. Stay up-to-date on Ed Cal opportunities. 

DIGITAL MARKETING APPROACH
 ● Continually update content to ensure relevancy for the audience

 ● Ensure video is a key component of content planning and is featured prominently

 ● Integrate 360 technology for venue spaces

 ● Update footer CTAs to be specific to meetings audiences

 ● Ensure all relevant media landing pages and email landing pages are aligned with campaign messaging/
images and have the key KPIs built in (data collection, forms)
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S ITUATION
 ● The county’s new Paradise Coast Sports Complex opened in Summer 2020. Last year, the county 

successfully transitioned to a new sports management company, Sports Facilities Companies.

 ● The destination’s pickleball scene has spiked in recent years; the destination is commonly known as 
the Pickleball Capital of the World. In 2022, Naples was once again host to the US Open Pickleball 
Championships.

 ● Elevated ADR remains a challenge for booking amateur sporting events in 2023 and the appeal of 
amateur sports. Groups and travelers for these events typically expect lower rates, which are hard to 
come by in Florida’s Paradise Coast.

 ● Amateur sporting events continue to be strong and are less likely to see significant downturns 
during recessions.

 ● Travelers attending sports tournaments and events generate significant economic benefits to local 
communities and surrounding businesses. 

 ● The most opportune sports to secure are youth grass/turf rectangular field sports, such as 
lacrosse, field hockey, soccer, and football. The CVB’s top competition for these sports includes 
Bradenton, Sarasota, and Orlando / Central Florida.

 ● The CVB has committed to align with the Sports Complex to inform and provide market condition 
forecast, compression alert and seasonality guidance 

 ● The CVB currently offers financial support to sports events with grants and sponsorships. 

TRENDS/INSIGHTS
 ● ADR across the destination appears to be receding. This will provide an opportunity to attract and 

secure sporting events in the shoulder season much better than it was able to during 2022 with 
historically high average daily rates.

 ● Many rights holders and planners are seeking to host sporting events during what is typically 
peak season for the destination (January - April). This misalignment in demand and availability will 
remain a challenge for attracting sporting events to the destination.

 ● There is an opportunity to attract alumnus to the destination by hosting collegiate sporting events. 
This was the case this year as the sports complex was the neutral site to a Harvard v. Ohio State 
lacrosse match.

 ● The challenge this year, and next, will be maintaining a healthy and balanced pipeline of 
regional, statewide and national events for the Paradise Sports Complex and other venues in 
the destination. 

GOALS & OBJECTIVES
 ● Generate awareness, education and consideration of the Paradise Coast Sports Complex as well 

as the wider sports facilities (traditional and non-traditional) across the region

 ● Generate inquiries and leads for the Paradise Coast Sports Complex as well as sports in general 
across Collier County

 ● Drive incremental sporting events in summer and fall shoulder seasons

 ● Expand the sports planner and organizer database 

 ● Generate positive earned media coverage

 ● Develop and maintain a destination wide compression and event calendar that represents the 
needs periods and windows of excess compression 

SECTION 7G:

Groups - 
Sports
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PERFORMANCE METRICS
 ● Number of secured sports events by CVB

 ● Paradise Coast Sports Complex Leads / Inquiries

 ● General leads (non-PCSC specific)

 ● Website traffic (sessions) and engagement to sports landing page(s)

 ● Paradise Coast Sports Social Media followers and engagement 

 ● Email database subscribers

 ● Room nights generated 

STRATEGIES
 ●  Develop an integrated, multi-platform campaign that utilizes paid, owned, earned, and leveraged 

channels to promote all sports complexes and facilities in the destination, with emphasis on the Paradise 
Coast Sports Complex.

 ● Educate sports event planners and organizers about the depth and breadth of the destination’s offerings 
specifically geared towards their interests.

 ● Enhance sales and marketing efforts through the development of new content, tools, and resources.

 ● Implement a surgical, quality over quantity approach across all initiatives to maximize budgets  
and resources.

 ● Establish alignment with Sports Facilities Companies.

 ● Measure the economic impact of sports to the destination.

 ● Deliver a more robust and integrated footprint within existing marquee sporting events.

 ● Develop a monthly e-Newsletter for sports.

Marketing Approach 
TARGET AUDIENCE

 ● Sports event planners, organizers, and rights holders for the following:

 ☐ Amateur and youth events

 ☐ Rectangular field sports (lacrosse, soccer, field hockey, football)

 ☐ In-state and southeast U.S. tournaments

 ☐ Limited and upscale Collegiate teams (Jan – Feb conditioning use avoiding all long weekend; Focus 
on schools in the northeast, for pre-season training)

 ☐ Select niche, non-traditional events that reach higher-household demographics (i.e., Fireman 
competitions, CrossFit competitions) 

 ☐ National Governing Bodies of Olympic Sports contacts for sports that fit the destination’s venues for 
pre-event training opportunities 

MEDIA APPROACH
 ● The paid media strategy for Sports Marketing will be rooted in providing content and education about 

the destination and the sports facilities.

 ● The CVB will leverage native content opportunities that educate planners to learn more about the new 
Paradise Coast Sports Complex, and everything there is to do in the destination. 

 ☐ As a part of that content, the CVB will put emphasis on video across all platforms to showcase the 
breadth of venues in the destination and the exciting attributes of the new Paradise Coast Sports 
Complex.

 ● Where possible, the CVB will sponsor webinar and white papers to be seen as a thought leader in the 
industry, and to gain leads from those attending. LinkedIn will also be used to showcase recent sporting 
events and educate the planners about the destination.

 ● Much of the focus will be on youth sports and rectangular field sports by reaching those who make those 
tournament and event decisions.

 ● We will utilize paid digital media as well as paid social media that complements the organic efforts. In the 
paid social media efforts, the campaign will employ tactics that drive engagement and traffic to the sports 
landing page(s) of the destination’s website. That engagement will be leveraged to invite people to join 
the CVB database and learn about more opportunities.  

SOCIAL MEDIA APPROACH (ORGANIC)
 ● Utilize Paradise Coast Facebook and LinkedIn channels for reaching sports audience

 ● Create and curate meaningful, valuable content to nurture and grow audience

 ● Increase emphasis on video content to tell the Paradise Coast story throughout all touchpoints

 ● Utilize user-generated content to drive traffic and engagement on social 

 ● Implement new platform tools to align with user habits and usage behaviors

 ● Track analytics and use results to drive sports content strategy 
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PUBLIC RELATIONS APPROACH
 ● Generate content (articles) for key local publications that are influential with the residential communities 

of Naples as a vehicle to educate locals about PCSC and its offerings. 

 ● Host ‘Open House’ tour of PCSC for media as a way to establish rapport with local sports writers. 

 ● Research live broadcast opportunities from PCSC.

 ● Promote the entertainment offerings at PCSC to a dedicated entertainment distribution list.

 ● Research promo opportunities with sports celebrities - i.e. - baseball signings, meet & greets, etc. 

DIGITAL MARKETING APPROACH
 ● Continually update content to ensure relevancy for the audience. Explore graphic design approaches 

where imagery/video is not yet available.

 ● Utilize 360 video technology to showcase  venues.

 ● Update footer CTAs to be specific to sports audiences.

 ● Ensure all relevant sports media landing pages and email landing pages are aligned with campaign 
messaging/images and have the key KPIs built in (data collection, forms).

SEC
T

IO
N

 7G

SEC
T

IO
N

 7G



MARKETING PLAN 2022 -  2023  |   6564  |   NAPLES,  MARCO ISLAND, AND THE EVERGLADES

SEC
T

IO
N

 7H

SEC
T

IO
N

 7H

 SITUATION
 ● Weddings have continued to show strong performance in Naples, Marco Island and the Everglades.  

It remains a highly desirable destination for both weddings and honeymoons. 

 ● There is an opportunity to increase visibility within this highly lucrative market. Wedding-related trips 

are an untapped opportunity, i.e. honeymoons, vow renewals, bachelorette parties, etc.

 ● Due to such high demand, hotels can pick and choose best fit, and often turn away smaller, 

inexpensive functions.

 ● Summer and Fall should be very successful as the market is still extremely busy from rebookings. 

TRENDS/INSIGHTS 
 ● The popularity of remote work means that we will start to see more weddings year-round, not just 

in summertime or holiday seasons. People’s flexible work atmospheres will allow them to attend 
whenever, wherever.

 ● Less attendees at a single wedding, but more festivities surrounding the occasion. COVID and 
restrictions it imposed on wedding parties have made people reconsider inviting hundreds of 
people to their wedding day and instead having a few people attend different celebrations. More 
destinations could lead to a greater economic impact from weddings.

 ● It is anticipated that the destination will remain a highly desired location for weddings and 
honeymoons over the coming year. Wedding forecasts show no sign of bookings slowing down 
anytime soon.

 ● Both ADRs and demand are quite high, allowing properties to be selective at which events they 
will pursue. 

GOALS & OBJECTIVES
 ● Increase awareness, consideration, and inquiries into the destination for weddings and honeymoons

 ● Increase wedding leads by 5%

 ● Grow luxury wedding planner database

 ● Reach higher end consumers and planners 

PERFORMANCE METRICS
 ● Wedding leads  

 ● Wedding database subscribers 

 ● Website Traffic (sessions) and engagement

 ● Paid Media (TBD based on media tactics)

 ● Earned Media Value (PR)

SECTION 7H:

Groups - 
Weddings
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STRATEGIES
 ● Enhance sales and marketing efforts through the development of effective tools and resources.

 ● Develop and nurture brand enhancement campaigns to include ancillary wedding segments like 
honeymoons and vow renewals.

 ● Develop a multiplatform, omnichannel inspirational wedding campaign.

 ● Cultivate relationships with influencers, writers and bloggers that are respected in their industry.

 ● Leverage the increased opportunities to engage with luxury wedding planners and trade show attendance.

 ● Expand digital and print media efforts to reach a more affluent audience.

 ● Capture fresh, new wedding-themed imagery during an upcoming brand photoshoot.

Marketing Approach 
TARGET AUDIENCES

 ● Newly engaged brides or parents of newly engaged for:

 ☐ Destination Weddings

 ☐ Luxury Weddings

 ☐ LGBTQ Weddings

 ☐ Honeymoons

 ● Geographic Markets:

 ☐ Primary: NYC, Chicago, larger Florida markets, Midwest, East of the Mississippi 

 ☐ Secondary: National

MEDIA APPROACH
 ● Focus on destination weddings and honeymoons to a higher affluent audience in key markets.

 ● Because of the elevated nature of the destination, the CVB will focus much of the budget in FY23 to a 
very targeted luxury bride audience, rather than the more mainstream bridal platforms. This could include 
publications focused on specific markets like NYC’s Sophisticated Weddings, Modern Luxury Weddings 
Chicago, or national publications like Grace Ormond Wedding Style.

 ● The paid digital campaign will incorporate native opportunities across those trusted brands to showcase the 
destination and give brides enough inspiration to make them want more. All native and digital ads will drive 
users to the destination’s wedding landing page that will feature a newly added fly-in to capture leads. 

 ● Social media will also be an important part of the paid media approach, through Facebook and Pinterest. The 
social component will target users recently engaged in the target markets. The campaign will be supplemented 
with a retargeting initiative to ensure a consistent presence in front of brides since this segment has a shorter 
time to be reached before their decision is made.

 ● Campaign will focus on months with a historically higher number of wedding proposals: December, January, 
February, and June-July. 

SOCIAL MEDIA APPROACH (ORGANIC)
 ● Utilize Facebook, Instagram and TikTok channels for promoting destination weddings in the destination

 ● Increase emphasis on video content to tell the Paradise Coast story throughout all touchpoints

 ● Create and curate meaningful, valuable content to nurture and grow audience

 ● Utilize influencer and user-generated content to drive traffic and engagement on social 

 ● Implement new platform tools to align with user habits and usage behaviors. These will include Instagram Collab 
Tool, Instagram Reel Placements, Paid Partnership Tool, Instagram Guides, and Facebook/Instagram Stories.

 ● Track analytics and use results to drive weddings content strategy 
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PUBLIC RELATIONS APPROACH
 ● Include a Weddings page in the PR Media Kit - highlight unique venues and luxury, beachfront resorts 

such as NGALA.

 ● Research opportunities to participate in national media bridal and honeymoon giveaways (dependent on 
partner participation).

 ● Continue to pitch Florida’s Paradise Coast as the premier destination wedding destination in the U.S. 

DIGITAL MARKETING APPROACH
 ● Continually update content, understanding imagery is key for destination weddings.

 ● Continue to update CrowdRiff UGC galleries, highlighting wedding site content to pique interest  
and excitement.

 ● Consider 360 technology to highlight wedding venue spaces.

 ● Update contact information on site to a form and ask for submitters for permission to be added to the 
email list. Segment submissions from this form for weddings-specific communications.

 ● Consider developing an auto-generated email campaign that triggers emails sent based on wedding 
date. E.g., when a wedding is 9 months away and an email is sent to the bride and groom to consider the 
destination for their honeymoon. Or, one month after the wedding a congratulatory email is sent that also 
invites the newlyweds to visit Naples, Marco Island and the Everglades for a romantic getaway.

 ● Ensure all related media landing pages and email landing pages are aligned with campaign messaging 
and images, and have the KPIs built in (data collection, forms).
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S ITUATION
 ● There is cautious optimism with external factors continuing to affect production decisions.

 ● Overall costs and budgets have increased by +10%.

 ● Transportation costs have increased, impacting production decisions.

 ● Lack of incentives in the state of Florida allows Georgia to continue to dominate the securing of 
productions outside California and New York as studios demand incentives for consideration. 
In response to this, some are pushing for Florida to start incentivizing the film industry to come.  
Specifically, they are pushing for something like Senate Bill 704, which was proposed and denied 
in 2021.

 ● New platforms seeking content and shifts in distribution models are providing new opportunities, such 
as streaming overtaking broadcast.

TRENDS/INSIGHTS 
 ● Lack of incentives continues to deter attraction by production companies. 

 ● Neighboring Florida counties have bigger studios that are more efficient and attractive for 
larger shoots.

 ● Virtual production and the interest in it transforming the business.

 ● There has been a decline of commercial-free streaming services dominance (i.e. Netflix) and 
increase in free streaming (Pluto, IMDB, etc.) that does not produce new product.

 ● Travel costs have caused production crews to restructure.

 ● Diminished crew base and no program for development. There are reduced crew sizes and 
concern that there may not be enough trained, experienced crew to fill productions in  
the destination.

 ● Seasonal room night costs were atypically high-need to reassure affordable accommodations 
are available.

 ● Drone photography is part of many productions now, which is adding new challenges. 
 

GOALS & OBJECTIVES
 ● Increase in total number of projects

 ● Increase production spending per project

 ● Increase in website traffic and reach

 ● Increase in social media engagement

 ● Improve upon the destination’s brand integration within projects

 ● Location Library expansion and culling 

 ● Increase awareness of and interest in the destination as an ideal location for productions

 ● Increase understanding and awareness of value that the film activity provides to destination 
leaders and community partners

 ● Maintain efficient permit-process, with a 48-hour turnaround on standard applications 

SECTION 7I:

Film - 
Film Professionals
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PERFORMANCE METRICS
 ● Number of Projects

 ● Economic spend per Project and total economic spend

 ● Social media followers & engagement

 ● Inquiries/leads

 ● Permits 
 

STRATEGIES
 ● Expansion of organic and paid social media assets, i.e. videos for LinkedIn

 ● Test support for a local film marketing “enhancements” incentive with profile-raising deliverables  

 ● Use AFCI Revenue Tracking Guidelines/Oldsberg-SPI© weighted multiplier for more accurate depiction 
of direct production spending

 ● Create a location promotional video, asking the question, “What’s your favorite location on the Paradise 
Coast?” With locals @ location, giving their reasons / Approach locals and ask for their favorite locations  
to shoot/showcase

 ● Consideration of a local “enhancements” program that could be promoted to raise awareness of the 
destination as a filming location

 ● Foster a coordinated plan with productions’ public relations team and the opportunities that would be 
available for the CVB’s public relations and communications team

 ● Participate and attend trade shows, conferences and return to major Association of Film Commissions 
International (AFCI), Producers Guilds, industry events

Marketing Approach 
TARGET AUDIENCES

 ● TV/streaming creators that focus on unscripted and lifestyle genres (travel, food, true crime,  
adventure, experience) 

 ● East Coast and Florida production companies, i.e. NYC, Tampa, Orlando

 ● Smaller production companies

 ● Advertising and marketing production companies and agencies

 ● Reality niche creators (Discovery+, for example)

 ● U.K. (upon re-opening) for TV content, lifestyle programming 

 ● Lower-budget independent productions ($2-3M) 

 
PUBLIC RELATIONS APPROACH

 ● Add a Film Industry section to the Fact Sheet.

 ● Develop public relations pitch points – notable films, exotic and varied locales. 

 ● Improve outgoing information about filming that is taking place in Collier County. 
 

DIGITAL MARKETING APPROACH
 ● Develop a more robust, visually inspiring, and engaging digital experience on the website to showcase 

the potential of the region and appeal to the prospective audience. Provide links to key resources such 
as permitting contacts.
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S ITUATION 
Destinations must have a comprehensive, cohesive digital presence to remain relevant and top-of-mind in the 
current travel landscape. Travelers use more touchpoints than ever before while researching, planning and 
experiencing destinations. A successful digital strategy must:

 ● Align all digital efforts to create a seamless, end-to-end user experience

 ● Engage prospective travelers at all stages of the consumer journey with informative, valuable content

 ● Prioritize stellar storytelling across all channels - search, social, email and media

 ● Utilize destination intelligence to inform decision-making, measure impact and uncover visitor insights

 ● Address identified need periods with targeted campaigns that encourage new and repeat visitation 
across audience segments

 ● Place emphasis on the successful standup and focus on continued database growth

TRENDS/INSIGHTS
 ● Video continues to grow in importance. On average, consumers spend 323 minutes per week 

watching video content on their mobile devices. Combined with the trend of social media platforms and 
apps continuing to prioritize video, destinations and brands will need to be active in producing engaging 
video content to remain competitive, as it will be vitally important to both paid and organic efforts.

 ● Travelers are increasingly turning to mobile to make travel-related decisions. Before, during, and after 
their stay, travelers are using smartphones to research, plan and experience a destination. 

 ● Digital tribes are building the creator economy. Online communities and social influencers were a 
$13.8 billion industry in 2021. Travelers increasingly trust the recommendations and experiences of 
influencers and often seek inspiration from familiar faces first. Destinations must broaden how they 
think about engagement across all platforms and the evolution of metrics and engagement as social 
influencers provide higher-quality content.

 ● TikTok represents an interesting opportunity for destinations. The fastest growing segment of TikTok 
users are ages 25-39 and users spend an average of 61 minutes per day on the app, which is 50% 
higher than platforms like Facebook and Instagram. Despite boasting 2.6 billion worldwide downloads 
and one billion daily active users, many top brands are missing a coherent marketing strategy for the 
platform. Additionally, along with Instagram, it is eating into Google’s search domination.
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 ● Email marketing yields the highest ROI of all marketing strategies with an average return of $36 
for every $1 spent. Email remains an important part of any destination marketing toolkit. The most 
successful strategies emphasize user experience, relevant content, scroll-stopping subject lines and 
personalization.

 ● Aligning consumer journeys, content and personalization yield higher ROI. Destination Marketing 
Organizations that take the time to integrate diverse content, consumer journey mapping and 
personalization have succeeded in generating better results and increased customer satisfaction.

 ● Travel sentiment shows the CVB as the most trusted source of visitor information. It’s essential for 
a destination to leverage that trust in daily consumer engagement among all CVB-owned and CVB-
controlled channels.

 ● The Visitor Lifetime Cycle models follow key steps required to convert potential travelers into repeat visitors

GOALS & OBJECTIVES 
 ● Increase destination awareness

 ● Improve website user experience

 ● Increase website visitors from organic search

 ● Accelerate growth of consumer database with special focus on Florida residents

 ● Develop a content marketing strategy that engages prospective travelers at all stages of the  
consumer journey

 ● Establish a best-in-class database acquisition and nurture strategy 

 ● Commitment or transition to new sales database platform
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AWARENESS ENGAGEMENT

VISITOR 
LIFETIME 

CYCLE

VISITATION

EVALUATION

POST-
VISITATION

ADVOCACY

PERFORMANCE METRICS
 ● Paid Media Metrics

 ☐ Impressions, clicks and CTR, views and VCR, engagement
 ☐ ROAS and revenue metrics, in media where possible

 ● Social Media Metrics
 ☐ Audience, Reach and Engagement metrics

 ● Website Metrics
 ☐ Sessions, Time on Site, Pages per Session
 ☐ Webform Engagement

 ♦ eNews Sign Up form
 ♦ Visitor Guide Order form

 ● Content Metrics
 ☐ # of articles published per month (i.e. 4-6 articles per month)
 ☐ Article performance

 ● Newsletter metrics (open rate, click through rate, engagement)

APPROACH AND STRATEGIES
 ● Engage with consumers throughout the entire customer journey (before, during and post-trip)
 ● Audit the existing website user experience and identify optimization opportunities to improve visitor flow
 ● Create a comprehensive content plan that maximizes utilization and fosters cross-promotion in various 

marketing initiatives.
 ☐ Develop robust, relevant and engaging content that highlights all that Paradise Coast has to offer
 ☐ Select media partnerships that provide content expansion opportunities
 ☐ Emphasis on authentic experiences, wellness and sustainable tourism

 ● Lean into video to tell the destination story and foster authentic interaction
 ● Leverage intelligence and data to inform and measure digital marketing strategies 
 ● Upgrade website to the newest version of Drupal
 ● Review existing social media channels, identify optimization opportunities and venture into new social 

media platforms
 ● Utilize micro-influencers and content creators to reach niche audiences
 ● Continued roll-out of refreshed email and communication strategy aligned with database acquisition, i.e. 

nurture campaigns
 ● Deploy initiatives that focus on the growth of domestic and Florida resident database
 ● Continue to implement customization tactics to garner greater engagement on web, and expand customization to 

email marketing
 ● Explore opportunities for email signup segmentation, including ability for audiences to self-identify with interests, 

and for interests to infer based on audience behavior (e.g., for email signups initiated from the weddings page, those 
signups would have the weddings interest automatically checked)

 ● Implement consumer journeys to nurture email database subscribers and identify audiences for segmentation.

TARGET AUDIENCES
 ● Leisure (Florida residents, domestic, international)

 ☐ Interest and target audience based ( golf, weddings, wellness, digital nomads, romance, luxury, foodie, fishing, 
ecotourism/adventure, sustainable tourism, LGBTQIA+).

 ● Groups segments (meetings and groups planners, event planners, sports planners, sports attendees, 
wedding planners)

 ● Destination partners (hotels, attractions, restaurants etc.)

 ● Journalists and influencers
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Social Media Strategy
Social Media is a discovery tool for users while offering a way for the brand to engage with their target 
audience directly.  

PLATFORMS: FACEBOOK , INSTAGRAM, TIKTOK
When we are looking at what platforms would make the most impact for destinations, we consider the 
platform’s traffic, traditional content mix and audience.  When considering Naples, Marco Island and the 
Everglades, Facebook, Instagram and TikTok are the best social platforms to include in the strategy.  

 ● FACEBOOK

 ☐ 56% of users are male, 44% of users are female. 

 ☐ The largest demo group of Facebook users are between the ages of 25 and 35 years. 

 ☐ 73% of college-educated Internet users are on Facebook, as are 70% of people earning more than $75k 
a year. 

 ☐ Facebook currently boasts over 2.89 billion monthly active users. 

 ☐ 70% of Facebook users claim that they visit the site daily, with 49% checking the platform several times 
per day.   

 ● INSTAGRAM

 ☐ 50.8% of users are female and 49.2% of users are male. 

 ☐ The largest demo group of Instagram are 18-34 years old.

 ☐ 1.22 billion people use Instagram each month, 59% of US adults use Instagram daily. 

 ☐ Instagram is the second most downloaded app in the world.   
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 ● TIKTOK

 ☐ 57% of users are female and 43% of users are male. 

 ☐ 62% of users are 10-29, 42% of users are aged 30-49.  

 ☐ TikTok is the top visited web domain, followed by Google. 

 ☐ 37% of users have a household income of 100K. 

 ☐ TikTok has over 1 billion active users. 

 ☐ Note: TikTok is a video-only app. This means that brands focused on TikTok should plan to support the platform with 
appropriate creative. A mix of curated, created and influencer content performs best.  

OVERALL APPROACH
The approach for organic social media is rooted in encouraging audience growth through creation and curation of 
meaningful, valuable content. It is imperative that we continue to nurture the existing relationships but also, grow our 
audience as well. The best practices we will be continuing to focus on are:  

Increase emphasis on video.
Video content typically performs best with most algorithms, based on the fact it captures a viewer’s attention for longer.  
Video marketing statistics show that text-only CTAs and brand messages are a lot less effective than video. 

 ● Only 10% of the information is retained after reading a text once, and videos are shared 1,200% more than written content.

 ●  Reels receive 22% more engagement than regular Instagram video posts.

 ● Approximately 62% of video views are from mobile users. 45% of people watch more than an hour of Facebook or 
YouTube videos a week.

 ● Since video content typically generates more interactions, video typically has a longer shelf life.
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Make use of new platform tools.
As social audience’s habits shift, platforms often shift with them. Instagram is shifting to focus more on dynamic 
placements and supporting creators. Facebook is shifting to being more of an entertainment platform. Even the 
paid social space is changing. Algorithms reward users who utilize the new offerings by ranking them higher 
and sharing their content organically with other users.  

The prioritized tools/offerings we will be utilizing are: 
 ● Instagram Collab Tool: Micro-Influencers and creators are continuing to be prioritized by platforms like 

Instagram and TikTok. Using tools that support influencer/creators not only helps to expand a brand’s 
audience, but often results in higher engagement.  

 ● Instagram Reel Placements

 ● Paid Partnership Tool 

 ● Instagram Guides 

 ● Facebook/Instagram Stories 

Track analytics and use results to drive content. 
Utilize monthly analytics to drive social content ideation. By tracking analytics inside and outside of social 
media, if a particular subject matter has resonated with the audience in the past, creating content that 
incorporates similar messaging that is optimized for social media will likely perform well.  

CONTENT APPROACH
When we are building a content strategy, we consider our overall goals, audiences and content availability. We 
want to ensure that our content mix consists of three main pillars. Curated, Created, and Collaborative. Each 
piece of content has a different goal and usage:  

Curated (UGC)
Main Goals: Engagement, Video Views 
Secondary Goals: Reach, Impressions
Brand engagements rise by 28% when consumers are exposed to a mixture of professional marketing content 
and user-generated content. Users are more likely to engage with UGC because they consider it to be more 
authentic and honest. 

 ● 79% of people say UGC highly impacts their purchasing decisions.

 ● Consumers find UGC 9.8x more impactful than influencer content when making a purchasing decision.

 ● Millennials (ages 25 and above) are the biggest content drivers — contributing over 70% of all UGC. 

 ● Millennials trust UGC 50% more than original content generated by the brands. 

Created
Main Goals: Reach, Impressions, Video Views
Secondary Goals: Engagement 
Created content is content that comes directly from the brand. Many of our efforts in and outside of social 
space drive traffic to our social pages. Created content incentivises users to follow our owned platforms as well 
as positions the brand as the expert destination resource. 
Created Content is: 

 ● Content Shoots resulting in high-quality, polished and branded content to be optimized for social channels. 

 ● Native content shot directly on a phone that is edited in the social apps and utilized for  
certain placements.  
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Collaborative (Influencer and Ambassador)
Main Goals: Engagement, Reach, Impressions, Video Views
Secondary Goals: Audience Growth
Influencer marketing remains a top-performing method for social audience growth. Platforms have incorporated more tools in 
order to support brands working with creators. Collaborative is: 

 ● Creating a group of localized, niche focused, micro-influencers to act as ambassadors for the destination. Ambassadors 
will create monthly content on a consistent basis. Ambassadors would utilize the collab tool, making their content 
shown to the brand’s audience as well. 

 ● Individual collaborations/takeovers with in-state, visiting influencers or creators from one of our target audiences. 
Influencers would utilize the collab tool, making their content show to the brand’s audience as well as expanding the 
brand’s audience to the influencers. 

We will be focusing on a mix of both. By having consistent content created by local ambassadors, this will contribute to overall 
engagement of our content. Also by incorporating influencers in target audiences and localized geos, this will grow our 
community and increase our brand awareness.  

Social Video Series 
Social Media Videos with the goal of engagement in mind have a strong story-telling element and approachable style that is 
expected from social users. By incorporating a series of informative videos into the content strategy, this will not only aid in 
the user’s planning process but will further solidify the TDC as the destination expert.  

This content will primarily live on social but will be utilized in: 
 ● Web/Digital

 ● Media 

 ● Public Relation Efforts 

Examples of the types of series can include:
 ● Culinary 

 ● Eco/Adventure 

 ● Arts & Culture 

 ● “How to Visit the Everglades”  

Other efforts, such as influencer and UGC, will drive traffic to our pages. These content pieces will promote the user following 
our pages and continuing to engage with our content. 
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The Naples, Marco Island, Everglades CVB offers its partners many opportunities to collaborate with the CVB and 
leverage the CVB’s marketing budget and brand recognition. 

The CVB strives to be a valuable resource to its partners throughout the tourism and hospitality industry and is always 
looking for ways to grow that value. This year, the CVB will extend partner value through the following approaches: 

1.  MARKETING RESOURCE
After numerous discussions with partners and through the FY23 partner marketing workshop summit, the 
CVB learned about what it can be doing to provide its partners more actionable value. The number one need 
that came up time and time again was that partners needed more data, information and content to drive and 
supplement their own in-house marketing initiatives. 

The CVB utilizes numerous data, analytics, intelligence and research resources to discover new opportunities, 
evaluate and optimize current initiatives and drive organizational and business decisions. This information is an 
invaluable resource to the CVB’s partners and can be made available, as requested.  
 
In FY23, the CVB will develop several educational opportunities for partners to take advantage of regularly. 
These opportunities may include but are not limited to the following:

 ● Annual Informational Partner Workshop

 ● How to Get Involved and Leverage the CVB for Your Business Efforts

 ● Best in Class Marketing Practices

 ● Latest Data, Trends & Research

 ● Visitor Data

 ● Market Data

 ● How to Apply the Data, Trends and Insights to Your Business Efforts

 ● Online Reputation Management

 ● Annual Events

 ● Marketing Plan Accessibility

 ● Marketing Inclusion Opportunities (see below)

 ● Creative Content (photos, videos, etc.)
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2 .  VOICE AMPLIFICATION
The CVB implements a multi-million-dollar marketing plan each year to increase awareness of and interest 
in the destination to ultimately drive visitation and positive economic growth to the region and its partners. 
The majority of efforts focus on upper and mid-funnel strategies to reach and inspire the various audience 
segments. These initiatives are intended to complement partner initiatives to help partners expand their reach 
and amplify their voice in the marketplace.  

The following CVB marketing initiatives are opportunities that partners can request to be included in throughout 
the year: 

 ● Social Media (Organic and Boosted)

 ● Public Relations and Communication Initiatives (Press releases, pitches, etc.)

 ● FAM and IMV Visits

 ● Influencer Visits or Events

 ● E-Newsletters

 ● Website

 ● Blogs

 ● Tradeshows & Events (May require payment to participate)

1

2
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The Naples, Marco Island, Everglades CVB 
drives brand awareness and engagement with 
consumers at all stages of the marketing funnel.
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GROUP SALES FY23 FY22 FY 21 FY 20 FY 19
FUND 184/194* FUND 184/194* FUND 184/194* FUND 184/194* FUND 184/194*

Promotional Items Lisa - 184/648170 $12,000 $10,500 $10,500  $14,000 $14,000

Sponsorship of Meeting & Events - 184/648170 $40,000 $40,000 $30,000  $60,000 $90,000

Site Visits  - 184/648170 $12,000 $2,000 $2,000  $3,000 $3,000

Trade Show Registrations- Lisa - 184/648174 $65,000 $50,000 $60,000  $80,000 $100,000

Trade Show Booth Décor* - 194/648170 $2,000 $500 $500  $2,000 $2,000

Sponsorship & Registrations of  
Meeting & Events - 184/648170 $131,000 $103,000

Sales Dues & Memberships* - 194/654210 $44,000

HelmsBriscoe $7,000 $7,000 $7,000  $7,000

Conference Direct $20,000 $5,000 $0  $5,000

Cvent $24,300 $15,000 $25,000  $22,000

Maritz $20,000 $10,000 $10,000  $10,000 

FSAE $275 $255 $250  $250

PCMA $600 $495 $0  $495 

ASAE $475 $475 $395  $395

FICP $435 $395 $0  $395

SITE (Soc Incentive Travel) $445 $395 $0  $395 

SITE -  TX & Chicago (Maura) $495 $495 $0  $100

Dues & Memberships Sub Total $74,025 $39,510

Lisa Group Sales Travel - 184/640300 $22,500 $20,000 $22,500  $30,000 $40,000

Brochure Distribution-Video Mailers - 184/648170 $0 $500 $500  $10,000 $10,000

Mileage - Local* - 194/640200 $500 $500 $500  $1,000 $1,000

Shipping to Shows* - 194/641950 $1,000 $1,000 $1,000  $2,000 $2,000

Sales Missions - 184/648170 $10,000 $10,000 $5,000  $12,000 $12,000

Fam Trip Support - 184/648170 $15,000 $10,000 $15,000  $15,000 $15,000

Freelance Art & Video - 184/648170 $1,000 $1,000 $1,000  $6,000 $6,000

Printing of Invitations $0 $0 $0  $500 $500

Group Meeting RFP Incentives 2 Fiscal Yrs - 184/648170 $300,000 $200,000 $300,000  $300,000 $250,000

DMAI Group Meeting Calculator & Mint + $5,000 $5,000 $0 $0 $0

Mid West Representation - 184/634999 $80,000 $61,500 $61,500  $61,500 $61,500

Travel Reimbursements at Events - 184/648170 $13,000 $13,000 $18,000  $18,000 $18,000

Show Travel & Support Costs $448,000 $322,500

TOTAL SALES & MARKETING BUDGET $653,025 $465,010 $570,645  $661,030 $669,000
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LEISURE/TRAVEL TRADE SALES FY 23 FY 22 FY21 FY 20 FY 19
FUND 184/194* FUND 184/194* FUND 184/194* FUND 184/194* FUND 184/194*

Promotional Items - Leisure Sales -Claudia $5,000 $5,000 $5,000 $5,000 $6,000

Sponsorship of Meeting & Events $10,000 $10,000 $7,500 $15,000 $10,000

West Coast FL Coalition Promotions $15,000 $15,000 $15,000 $15,000 $2,000

Coop advertising/promotions $15,000

Marketing & Promotions Europe* $73,400

Coop advertising/promotions Europe* $50,000

Total Sponsorships & Promotions $168,400 $30,000 $27,500

Trade Show Registrations - Claudia $65,000 $65,000 $65,000 $65,000 $0

Intl Trade Show Registrations - Jack $35,000 $40,000 $35,000 $40,000 $70,000

Trade Show Register Europe* $31,770

Brochure Distribution 184/648170 $1,500 $2,000 $2,000 $3,500 $58,000

Trade Show Booth Décor (IPW) 194/641950 $20,000 $12,000 $2,500 $12,000 $55,000

Total Registrations $153,270 $119,000

Travel

Sales Travel- Claudia 184/640300 $30,000 $30,000 $25,000 $45,000 $2,000

Travel - Jack $25,000 $35,000 $30,000 $58,000 $45,000

Mileage - Local* $800 $600 $700 $3,000

Total Travel $55,800 $65,600

SPONSOR/PROMO $168,400

REGISTER - SHOWS & CONF $153,270

TRAVEL - SHOWS & CONF $55,800

FAM’S & MISSIONS $22,000

OPERATING $25,040

$424,510

SPONSORSHIPS & REGISTRATIONS $131,000

DUES & MEMBERSHIPS $74,025

TRAVEL & SHOW SUPPORT $448,000

$653,025

Group Sales Budget Continued...

$131,000

$74,025

$448,000

GROUP MEETING SALES BUDGET

SPONSORSHIPS & REGISTRATIONS DUES & MEMBERSHIPS TRAVEL & SHOW SUPPORT

$168,400

$153,270

$55,800

$22,000 $25,040

LEISURE & TRAVEL TRADE BUDGET

SPONSOR/PROMO REGISTER - SHOWS & CONF TRAVEL - SHOWS & CONF

FAM'S & MISSIONS OPERATING

LEISURE/TRAVEL TRADE SALES FY 23 FY 22 FY21 FY 20 FY 19
Fams & Sales Missions

Sales Missions $10,000 $10,000 $10,000 $12,000 $8,000

Fam Trip Support $12,000 $12,000 $10,000 $25,000 $17,000

Total Fams & Sames Missions $22,000 $22,000 $20,000

Operating Expenses $14,000 $28,000

Printing of Invitations $2,000 $2,500 $2,500 $2,000 $500

Freelance Art-Video - Translations $2,000 $3,500 $3,500 $8,000 $700

Shipping to Shows* $4,000 $5,000 $5,000 $2,000 $15,000

Sales Dues & Memberships* $15,000 $2,000 $2,000

Membership Dues Europe* $2,040

Total Operating Expenses $25,040 $13,000

TOTAL TRAVEL TRADE/LEISURE SALES BUDGET $424,510 $249,600 $240,000 $318,200 $320,200

Leisure/Travel Trade Budget Continued...
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SPECIALTY MARKET SALES FY23 FY22 FY 21 FY 20
FUND 184/194* FUND 184/194* FUND 184/194* FUND 184/194*

Register Shows & Conferences

Trade Show Registrations - 184/648174 $19,000 $17,000 $14,300 $14,600

Travel - Shows & Conferences

Specialty Market Sales Travel - 184/640300 $8,500 $8,500 $200 $200

Mileage - Local* - 194/640200 $200 $200 $2,000 $2,000

Total Travel $8,700 $8,700

Missions/Fams/ Promos

Promotional Items - 184/648170 $1,000 $1,000 $2,000 $2,000

Sponsorships of Meetings  & Events 184/648170 $2,500 $6,000 $3,000 $3,000

Sales Missions - 184/648170 $1,000 $1,500 $1,000 $1,000

Fam Trip Support - 184/648170 $5,785 $2,000 $1,500 $1,500

Total Missions/Fams Promos $10,285 $10,500

Operating Expenses

Trade Show Booth Décor* - 194/648170 $3,000 $3,000 $7,500 $12,500

Sales Dues & Memberships* - 194/654210 $3,000 $3,000 $3,000 $3,000

Shipping to Shows* - 194/641950 $3,000 $2,500 $2,000 $2,000

Printing of Invitations - 184/648170 $10,000 $1,000 $250

Total Operating Expenses $47,985 $9,500

TOTAL SPECIALTY MARKETS SALES BUDGET $47,985 $45,700 $36,750 $41,800

REGISTER - SHOWS & CONF $19,000

TRAVEL - SHOWS & CONF $8,700

SALES MISSION/FAM’S $10,285

OPERATING $10,000

$47,985
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ARTS & CULTURE FY23
FUND 184/194*

Promotional

Media & Web Advertising - budgeted under  
Paradise Adv. Contract ($125,000) $0

Production - same as above ($10,000) $0

Website & Social Media Support -budgeted  
under Miles website contract ($15,000) $0

Travel - Out of Market - 184/640300 $10,000

Award Submissions 184/648170 $1,000

Trade Shows & Conferences - 184/640300 $0

Total Promotional $11,000

Event Operations Support

Promo Products - 184/648170 $1,200

Site Visits - 184/648170 $1,500

Hispanic Art Festival Support $20,000

100th Anniversary Support $20,000

Marketing/Operational Support (grants software) $7,000

Subscriptions 194/654110 $100

Trade Show Décor-Banners - 184/648170 $0

Marketing Banners/Event Signs - 184/648170 $3,000

Parks & Rec Support- Staff Overtime  
184/648170 Trf to P&R 10/1/2021 $3,000

Interns - Job Bank $0

Contract Labor Event Assistance $5,000

Contract/Intern Positions-FBU Support $0

Total Event Ops Support $60,800

PROMOTIONAL $11,000

EVENT OPS SUPPORT $60,800

REGISTRATIONS $10,000

OPERATING EXPENSES $5,575

$87,375

$19,000

$8,700

$10,285

$10,000

SPECIALTY MARKET SALES BUDGET

REGISTER - SHOWS & CONF TRAVEL - SHOWS & CONF SALES MISSION/FAM'S OPERATING

$11,000

$60,800

$10,000

$5,575

ARTS & CULTURE BUDGET

PROMOTIONAL EVENT OPS SUPPORT REGISTRATIONS OPERATING EXPENSES

ARTS & CULTURE FY23
Registrations - 184-648174

TBD $0

Americans for the Arts $500

Florida Festivals and Events $500

International Festivals and Events $700

Art Basel $800

Local Events $7,500

Total Registrations $10,000

Operations Expenses

Certification* - 184/648174 $600

Training* - 194/654360 $1,500

Memberships * - 194/654210 $2,475

Mileage - Local $1,000

Shipping to Trade Shows $0

Total Operations Expenses $5,575

TOTAL ARTS & CULTURE BUDGET $87,375

Arts & Culture Budget Continued...
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Sports Marketing Budget Continued...

SPORTS MARKETING FY23 FY22 FY 21 FY 20 FY 19
Registrations - 184-648174 $3,500

Sports ETA $1,950 $1,950 $0 $2,400

Connect Sports $4,500 $4,450 $0 $4,500

TEAMS $2,000 $1,800 $0 $2,000

SPORTS Relationship Conference $1,600 $1,595 $0 $2,700

US Sports Congress $2,900 $2,850 $0 $2,700

Play Easy $4,000

Connect Diversity $5,000 $4,450

Total Registrations $21,950 $17,095 $3,500 $14,300

Operations Expenses

NASC CSEE Certification* - 184/648174 
(paid w/registration fee-$1,500) $0 $0 $1,500 $3,000 $3,000

Training * - 194/654360 $1,500 $1,500 $1,500 $5,000 $5,000

Dest Intl Impact Calculator * - 184/634999 $2,500 $2,500 $2,500 $2,500 $2,500

Memberships * - 194/654210 $2,000 $2,000 $2,000 $1,000 $10,000

Mileage - Local $300 $300

Shipping to Trade Shows $1,000 $1,000

Total Operations Expenses $7,300 $7,300 $7,500 $11,500 $20,500

TOTAL SPORTS MARKETING $1,257,250 $1,225,695 $1,031,500 $1,132,800 $1,347,160

PROMOTIONAL $15,000

EVENT OPS SUPPORT $1,213,000

REGISTRATIONS $21,950

OPERATING EXPENSES $7,300

$1,257,250

SPORTS MARKETING FY23 FY22 FY 21 FY 20 FY 19
Promotional FUND 184/194* FUND 184/194* FUND 184/194* FUND 184/194* FUND 184/194*

Media & Web Advertising - budgeted under Paradise 
Adv. Contract ($110,000) $0 $0 $100,000 $203,000 $203,000

Production - same as above ($10,000) $0 $0 $10,000 $15,000 $25,000

Web site & Social Media Support -budgeted under 
Miles website contract ($15,000) $0 $0 $15,000 $25,000 $35,000

Travel -Trade Shows & Conferences - 184/640300 $15,000 $11,000 $5,000 $30,000 $100,000

Total Promotional $15,000 $11,000 $130,000

Event Operations Support

Promo Products - 184/648170 $5,000 $2,500 $5,000 $10,000 $20,000

Site Visits - 184/648170 $15,000 $3,000 $3,000 $10,000 $22,000

Bid Fees $0 $0 $0 $100,000 $50,000

$20,000 $5,500

Major Event Sponsorships

      FBU Top Gun                                                  $500,000 $500,000

      Event TBD                                                                                             $90,000 $90,000

      US Open Pickleball                                        $345,000 $345,000

      Targeted New Sporting Event                     $100,000 $100,000

Major Event Sponsorships Sub Total $1,035,000 $1,035,000 $750,000 $50,000 $50,000

Cat. B Sports Event Grants $0 $0 $0 $0 $75,000

Marketing/Operational Support $75,000 $75,000 $75,000

Trade Show Décor-Banners - 184/648170 $2,500 $2,500 $2,500 $10,000 $5,000

Marketing Banners/Event Signs - 184/648170 $2,000 $0 $5,000 $10,000 $5,000

$79,500 $77,500

Minor Event Operating Support - 184/648170 $25,000 $600,000 $540,000

        Tournament A                                              $6,000 $5,300

        Tournament B $10,000 $10,000

        Tournament C    $5,000 $4,500

        Tournament D                                  $7,500 $7,500

        Tournament E                  $15,000 $15,000

        Tournament F         $25,000 $20,000 $25,000 $45,000 $72,000

Sub Total Minor Event Sponsorships $68,500 $62,300

Parks & Rec Support- Staff Overtime 
(184/648170 Trf to P&R 10/1/2021 $10,000 $10,000

Interns - Job Bank $0 $0 $0 $0 $15,600

Contract Labor Event Assistance $0 $0 $0 $0 $71,560

Contract/Intern Positions-FBU Support $0 $0 $0 $0 $0

$10,000 $10,000

Total Event Ops Support $1,213,000 $1,190,300 $890,500
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$15,000

$1,213,000

$21,950 $7,300

SPORTS SALES BUDGET

PROMOTIONAL EVENT OPS SUPPORT REGISTRATIONS OPERATING EXPENSES
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Public Relations & Comm. Budget Continued...

CONTRACTUAL $217,400

PROMOTIONAL & TRAVEL $111,250

MEMBERSHIPS $3,397

OPERATIONS EXPENSES $5,900

$337,947

PUBLIC RELATIONS & COMM. FY23 FY22 FY 21 FY 20 FY 19
       HSMAI $397 $397 $397 $415 $415

      Social Media Marketing Society $500 $500

      Misc. Memberships $100 $100 $0 $125 $125

      Sub Total Memberships $3,397 $3,397 $2,647 $4,224 $4,224

Operations Expenses $4,000 $4,000

Subscriptions * - 194/654110 $100 $100 $500 $3,000 $3,000

Equipment - Video & Photography * - 194/764900 $4,000 $4,000 $2,500 $4,000 $4,000

Shipping to Trade Shows $500 $500

Training & Prof Development $1,000 $1,000

Mileage - Local $300 $300

Total Operations Expenses $5,900 $5,900 $3,000 $11,000 $11,000

TOTAL PR/COMMUNICATIONS BUDGET $337,947 $322,697 $316,647 $526,049 $526,049

PUBLIC RELATIONS & COMM. FY23 FY22 FY 21 FY 20 FY 19
FUND 184/194* FUND 184/194* FUND 184/194* FUND 184/194* FUND 184/194*

Contractual Services:

        Media Monitoring Services - 184/634999 $14,000 $14,000 $14,000 $15,000 $15,000

        CleanPix * - 184/634999 $0 $9,000 $9,000 $9,000 $9,000

        E-News Distribution * $0 $0 $0 $0 $0

        Video, Audio, Still Production - 184/634999 $30,000 $25,000 $25,000 $50,000 $0

       Constant Contact - 184/634999 $0 $0 $800 $600 $0

       TravMedia - 184/634999 $1,400 $1,400 $6,200 $6,200 $10,000

        LHR PR - 184/634999 $172,000 $172,000 $172,000 $172,000 $172,000

       Contractual Sub Total $217,400 $221,400 $227,000 $252,800 $206,000

Promotional & Travel:

Multimedia Production - Video, photos, other $0 $0 $0 $40,000 $90,000

PR Social Media Boosts - 184/648170 $25,000 $25,000 $25,000 $29,000 $25,000

Promotional Products - 184/648170 $5,250 $5,000 $5,000 $9,200 $10,000

Paid Influencer Fees, Freelancers for Content, PR 
Support - 184/648170 $15,000 $10,000 $10,000 $62,000 $50,000

Sponsorships  - 184/648170 $15,000 $10,000 $10,000 $20,000 $20,000

Press Release Distribution-Events, Shows, Newswires 
- 184/648170 $0 $0 $0 $1,825 $1,825

Individual & Group Writer Fams - 184/648170 $20,000 $15,000 $15,000 $40,000 $40,000

Travel- Regional/Local - 194/640300 $10,000 $7,500 $7,500 $7,000 $7,000

Travel - Media Missions, Conferences, Trade Shows - 
184/640300 $10,000 $8,500 $5,000 $30,000 $25,000

Printing - PR folders, other - 184/648170 $1,000 $1,000 $0 $2,000 $2,000

Award Submissions - 184/648170 $1,500 $1,500 $1,500 $2,000 $2,000

Show & Conference Registrations - 184/648174 $8,500 $8,500 $5,000 $15,000 $32,000

Sub Total Promotional & Travel $111,250 $92,000 $84,000 $258,025 $304,825

Memberships * - 194/654210

        Ragan Communications Insider $0 $0 $0 $0 $0

        ATTA $0 $0 $0 $1,000 $1,000

        PRSA - staff memberships $1,200 $1,200 $1,050 $1,050 $1,050

        Family Travel Association $0 $0 $0 $0 $0

        SATW $600 $600 $600 $600 $600

        NATJA $500 $500 $500 $500 $500

        See SW FL $100 $100 $100 $100 $100

        FOWA $0 $0 $0 $275 $275

       Naples Zoo $0 $0 $0 $159 $159

SEC
T

IO
N

 10

SEC
T

IO
N

 10

$217,400

$111,250

$3,397 $5,900

PR & COMMUNICATIONS BUDGET

CONTRACTUAL PROMOTIONAL & TRAVEL

MEMBERSHIPS OPERATIONS EXPENSES
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UK/IRELAND MARKETING FY23 FY22 FY 21 FY 20 FY 19
Fund 184

OMMAC, LTD

Service Fees - 184/634999 (covered under contract) $170,000 $120,000 $120,000 $120,000 $120,000

Travel - 184/634999 (covered under contract) $17,534 $9,000 $17,534 $17,534 $26,399

Registration Fees - 184/648174 $13,005 $0 $13,005 $13,005 $8,570

Brochure Dist. - 184/648170 $4,900 $4,900 $4,900 $4,900 $4,900

Sponsorships - 184/648170 $2,500 $2,500 $2,500 $2,500 $500

Promotions & T O Co-ops - 184/648170 $39,961 $39,961 $39,961 $39,961 $39,631

Misc Expenses - 184 - 184/634999 (covered under 
contract) $2,100 $2,100 $2,100 $2,100 $0

TOTAL UK MARKETING $250,000 $200,000 $200,000 $200,000 $200,000

FILM OFFICE FY23 FY22 FY 21 FY 20 FY 19
FUND 184/194* FUND 184/194* FUND 184/194* FUND 184/194* FUND 184/194*

Registrations - 184/648174 $0 $250 $500 $12,695 $12,000

Promotional Items - 184/648170 $200 $200 $200 $200 $300

Sponsor Events - 184/648174 $0 $0 $0 $0 $0

Mileage* - 194/640200 $0 $200 $200 $1,200 $250

Travel - Out of Market - 184/640300 $6,800 $4,520 $4,300 $13,900 $19,120

Cell Phone* - 194/641700 $2,750 $2,750 $2,750 $2,750 $2,750

Office Phone* - 194/641900 $1,000 $1,000 $1,000 $1,000 $1,000

Office Rent* - 194/644100 $10,200 $9,900 $9,900 $9,300 $9,600

Postage & Shipping* - 194/641950 $100 $100 $100 $300 $300

Printing - 184/648170 $0 $0 $0 $200 $200

Office Supplies* - 194/651110 $300 $300 $300 $640 $620

Dues & Memberships* - 194/654210 $3,450 $3,450 $3,300 $5,750 $5,750

Subscriptions* - 194/654110 $339 $129 $100 $612 $612

Advertising - n/a part of paid advertising $0 $0 $2,000 $2,000 $2,000

Web Site Maintenance - part of website contract 
($10,000) $0 $0 $10,000 $10,000 $10,060

Reel Scout® Contract* - 194/634999 $7,000 $6,000 $6,000 $6,000 $6,000

Adobe® software annual - 194/652920 - 
Software budget $300) $0 $0 $300

Shipping to Trade Shows $0 $500

Mileage* - Local 194/640200 $200 $200

FILM OFFICE TOTALS $32,339 $29,499 $41,462 $66,547 $70,562

REGISTRATIONS $0

TRAVEL $6,800

CONTRACTUAL $7,000

SPONSOR/PROMO $200

OPERATING EXPENSES $18,339

$32,339
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$6,800

$7,000

$200

$18,339

FILM & ENTERTAINMENT SALES BUDGET

REGISTRATIONS TRAVEL CONTRACTUAL

SPONSOR/PROMO OPERATING EXPENSES
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LATAM MARKETING - AVIAREPS FY23 FY 22 FY 21 FY 20 FY 19
(prior to FY22 Brazil only)

Fund 184

New Agreement FY 21

Service Fee - 184/634999 (covered under contract) $120,000 $120,000 $49,500 $49,500 $49,500

Advertising* - 184/648170 (under advertising budget) $0 $0 $10,000 $10,000 $15,000

Co-Op Promotions* - 184/648170 $0 $0 $7,000 $7,000 $14,000

Trainings** - 184/634999 (covered under contract) $0 $0 $6,000 $6,000 $20,000

New Collateral* - 184/648170 $0 $0 $5,000 $5,000 $5,000

Trade Show Register* - 184/648174 $0 $0 $12,450 $12,450 $27,000

Fam Tours** $0 $0 $5,000 $5,000 $15,000

Press Trips ** $0 $0 $22,000 $22,000 $12,000

Influencer Trips** $0 $0 $7,500 $7,500 $14,000

Media Events* - 184/648170 $0 $0 $3,000 $3,000 $2,000

Sales Missions** $0 $0 $3,000 $3,000 $3,500

Misc OOP Expenses $80,000 $80,000 $3,000 $3,000 $5,000

TOTAL $200,000 $200,000 $151,450 $151,450 $200,000

Social Media-Brazil - Zebra* - 184/648170 
Separate Contract $18,000 $18,000 $18,000 $18,000 $18,000

TOTAL $218,000 $218,000 $169,450 $169,450 $218,000

EUROPEAN MARKETING FY23 FY22 FY 21 FY 20 FY 19
Fund 184

DiaMonde Marketing, Europe

Service Fee - 184/634999 (covered under contract) $170,000 $120,000 $120,000 $120,000 $120,000

Travel for Shows & Trainings - 184/634999 
(covered under contract) $24,000 $13,500 $18,000 $18,000 $18,000

Marketing & Promotions* - 184/648170 $0 $50,000 $73,400 $73,400 $19,265

Tour Op.Co-Ops -Paid Direct by CVB* - 184/648170 $0 $50,000 $50,000 $50,000 $32,035

PR and Media Events - 184/634999  
(covered under contract) $5,947 $2,818 $2,818 $2,818 $1,200

Trade Show Register* - 184/648174 $0 $0 $31,770 $31,770 $0

Membership Dues* - 194/654210 $0 $2,385 $2,040 $2,040 $0

Collateral, E- Newsletters, Promo Items $35,553 $35,553 $35,553 $35,553 $2,000

Miscellaneous Promotion Expenses $14,500 $11,500 $11,500 $11,500 $7,500

DiaMonde TOTAL $250,000 $200,000 $345,081 $345,081 $200,000

* Paid Directly by CVB= $145,081 
- appearing Leisure Budget item
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